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Throughout the last decade, internationalization of enterprises has increased significantly 
as a result of market globalization. Products and services became as adaptive as possible 
so that they can easily enter different national markets. There are always some challenging 
questions in front of a new entrepreneurial firm: how and why entrepreneurial firms decide 
to enter a foreign market, whether there is demand for their products and what steps 
should be done in the beginning of market entry process.  
 
This study is focused on the research of the demand of junction boxes produced by Rus-
sian manufacturer Gefest Group in Finland. The goal of this study is to have a picture of 
the market potential for junction boxes, give recommendations for market entry strategy 
and answer the question: how a junction box should be modified or adjusted in order to be 
competitive in the Finnish market. Since the company has done already many steps to pre-
pare themselves for exporting, this research evaluates how ready Gefest is to start export-
ing to Finland and what would be the key activities that the Gefest Group should focus on 
in the very beginning. 
 
In order to achive the goal, the author has studied different market entry strategies, 
examined internal and external factors influencing on succesful market entry and revealed 
market entry barries for the company. 
 
The research was concluded as a case study research, where the research philosophy 
chosen was pragmatism. Inductive approach is used in this thesis. A mixed method, a 
combination of qualitative and quantitative data collection techniques and analytical proce-
dures, is used as a methodological choice of the research. 
 
Due to the recent quarantene situation in Finland and Russia, it was not possible to 
proceed the implementaion stage fully, however the author presented a strategy for further 
implementation in the end of this thesis. Futhermore, the reaserch includes 
recommendations for futher actions and for better market undestanding to the 
commisionary company. All objectives of the study have been completed. 
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1 Introduction 
 
A problem that internationalizing companies frequently face is how much planning and re-
search they have to do before they start to internationalize and whether they should go 
alone or with a partner into new foreign market (Chetty, Ojala, Leppöaho 2015). While 
there is a well-established theoretical framework, literature and case study examples, 
there is always a challenging question in front of a new entrepreneurial firm: how and why 
entrepreneurial firms decide to enter a foreign market, is there demand for their products 
and that steps should be done in the begging of market entry process.  
 
 
The idea of this thesis came from the needs of Russian company Gefest Group and their 
ambitions to come to European market. The CEO of Gefest Group had many private con-
nections in the past with Finland and he always kept in mind that relatively small Finnish 
market could be a good learning platform before moving on to other Scandinavian coun-
tries or to Western Europe. The company is based in St-Petersburg and there is an inter-
esting geographical advantage for starting export to Finland. 
 
This study is focused on the researching the demand of junction box of Russian manufac-
ture Gefest Group in Finland. The goal of this study is to have a picture of the market po-
tential for junction boxes, give recommendations for market entering strategy or possibly 
answer the question how does their product should be modified or adjusted in order to be 
competitive in Finnish market.  
 
I am, as researcher, inquisitive above that particular R&D problem because I worked in a 
Sales and Business Development for an international company and through my work, I 
got a diverse business experience of selling products with special features in my opera-
tional market. As it recommended in different studies and as it confirmed from my working 
experience, before a company starts selling, you have to conclude a market research and 
learn about market potential and possible demand. I am interested in studying a new 
product, explore a new industry, new market and thought this thesis get a hands-on expe-
rience on how to bring a new product manufactured in Russia to Finland. I would like to 
learn what strengths, weaknesses, opportunities, and threats should be considered and 
what market entry model can be suggested as the most effective for the Gefest Group. 
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Personally, I feel attracted to that thesis project because I believe that it will increase my 
expertise in international marketing and improve my knowledge about business develop-
ment, international marketing and market entry strategy. I would like to study how to bring 
a new, not familiar product for me to a market, to learn about construction industry in Fin-
land, to study what factors should be considered at the first priority entering new market 
and what steps can be recommended to internationalizing enterprise. 
 
It is a challenge and an interesting opportunity to do a project for Russian manufacturer, 
who would like to start exporting to Finland. I am confident that this research has a valua-
ble meaning for the sponsor company Gefest Group, and it will be used for developing fur-
ther company’s sales strategy. The company is in front of their big decision: to focus on 
local market and develop new products or to export and invest into a new market penetra-
tion. I believe that my thesis will provide a reasonable help with making such an important 
strategic choice. 
 
1.1 The company Gefest Group 
The sponsor company is Gefest Group, as they describe themselves, they are “the Rus-
sian leading manufacturer of sprinklers, fireproof cable lines and fire monitoring equip-
ment” (Gefest-spb.2018a). The target product of this research, junction box, falls into Ca-
ble line products category line, which main component are presented in Figure 1. 
 
 
 
 
 
Figure 1. Cable line. Based on Gefest-spb.2018f. 
 
Gefest Ltd was founded in 1999 in St-Petersburgh as a specialized fire-safety enterprise. 
For the years of work the organization has developed into Gefest Enterprise group that 
now is the leading Russian designer, manufacturer and supplier of fire-protection produc-
tion and services. There are more than 200 people working in the company now (Gefest-
spb.2018a).  
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Gefest group includes several companies under same umbrella. Holding Gefest Ltd acts 
as a general contractor during the implementation of large projects, implements research 
and development construction works during creation of new hi-tech products in the sphere 
of fire-safety, introduces innovation technologies in the production of Gefest group.   
Gefest Ltd offers a full range of fire-protection works, which cover normative-technical 
works, designing, equipment supply, erection and adjusting works and maintenance works 
of fixed fire-protection systems. 
Gefest Group widely uses self-produced equipment in implementation of its projects and 
equipment of other foreign and Russian manufacturers, among them are: ESMI Siemens, 
Autronica, Tyco, Viking, Honeywell, Argus-Spector, IRSET-Center, Artsok, Bolid, and oth-
ers. 
Gefest has a wide distribution chain all over Russia with about twelve dealers located in 
St-Petersburg, Moscow, Novosibirsk, Ekaterinburg, Perm and Belorussia. The distribution 
locations make possible to work with different regions and supply to main big cities and 
economical centers (Gefest-spb.2018e). 
Gefest Group conducts such operations as design, mounting and adjusting of equipment 
according to Russian legislation requirements and with foreign standards of NFPA (Na-
tional Fire Protection Association) and FM Global (Factory Mutual Research Corporation). 
High quality of production and services offered by Gefest group is confirmed by certifi-
cates of the quality management system ISO 9001:2015 (Gefest-spb.2018b).  
Gefest Group holds 31 invention patents issued by Russian Patent Organization in period 
from 2008 until 2018, one of the patents is from European Patent office in Munich in Ger-
many from 13.05.2015 (Gefest-spb.2018g). All the above facts are saying about serios 
R&D work, 21 years of business experience and academical approach combined with 
practical knowledge of construction industry in Russia. 
This thesis research has the following chapters: introduction, the concept of strategy in-
cluding market entry barriers, research methodology, competitor analyse and summary 
and conclusion. The chapter Summery and conclusion consists of recommendations for 
further actions and personal reflections on the leaning from the project. 
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1.2 Needs and objectives 
In this chapter is going to explain why this research is needed and who is going to benefit 
from the research. First, it is important to mention that the sponsor company, Gefest 
Group, has been already looking for a partner in Finland for some time and they have 
been interested to go to abroad and start exporting. As Gefest Group developed success-
ful sales records of junction boxes in Russian market during 21 years, there is an assump-
tion that the same product would have potential market in neighbor country of Finland, 
where Gefest can have competitive advantages and benefit from their low production 
costs in Russia. 
 
This thesis will help Gefest Group to understand their market potentials, learn the demand 
for junction boxes in Finland and as the final research’s outcome Gefest Group can figure 
out and investigate whether they are able to sell their products in Finland and what should 
be done in order to start the sales. In case of positive result of R&D study, Gefest Group 
would be able to export junction boxes to Finland and start their first export activity outside 
of home country Russia. Gefest Group can hopefully enjoy the profitable business in the 
end. This is the most remarkable value of the thesis for the organization Gefest Group. 
 
I heard about Gefest Group and their ambitions to start selling in Finland though the mu-
tual network in Helsinki and I got in touch with the company. The company confirmed that 
they would be interested in my research as they are interested in Finnish market. The 
company wants to grow, entry new market and explore export possibilities for their prod-
ucts, therefore the marketing research of Finnish market would be a first step for a new 
business strategy.  
 
1.3 Research problem and questions 
It is of vital importance to define the research questions and this step is the most im-
portant step in research project (Glowik 2016, 6). This thesis describes the process of 
studying the Finnish market for a Russian manufacturing company Gefest Group, which is 
going to enter the market and launch the junction boxes in Finland.  
 
The main research problem formulating the following: Is there a market demand for prod-
uct junction box of Russian manufacture Gefest Group in Finland? 
 
Sub-questions: 
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1. What are the threats presented in current Finnish market and how Gefest can over-
come them? 
 
2. How ready is Gefest to start exporting to Finland? 
 
3. How the junction box can be adjusted / modified in order to be competitive in Finnish 
market? What are the legal norms in Finland? 
 
4. What would be the key activities that Gefest Group should focus on in the very be-
ginning? 
 
Analysing these sub-questions will help me to better and deeper answer the main re-
search question and at the same time each of the question will contribute to the solution of 
the main research problem and to further recommendations. 
 
1.4 Delimitations 
This thesis intends to study a market demand for product junction box of Russian manu-
facture Gefest Group in Finland. The research expects to give recommendation for market 
entry strategy and answer the question how the junction box should be modified or ad-
justed in order to be competitive in Finnish market. However, the thesis does not intend to 
describe the sales planning process, sales strategy, and detailed action plan. Further-
more, in this thesis I am not going to discuss different market entry strategy models, for 
example direct exporting, licencing, franchising, partnering, joint venture and other mod-
els. All the above questions are going to be out of scope of this research. 
 
1.5 Thesis arrangement 
The thesis research consists of two parts: the theoretical framework and the empirical 
part. The conceptual framework provides a structure based on the literature review, earlier 
studies and publications. The empirical section describes the market potential and ana-
lyse the market demand of junction boxes in Finland. I am doing to do the following steps 
to be able to give an objective answer: 
 
a) Study market entry barriers 
b) Analyse external and internal factories which influence to successful market entry 
c) Visit local wholesalers’ stores  
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d) Benchmark similar competitors 
e) Analyse social median  
f) Carry out in depth interviews with experts, key persons, and opinion leaders in 
construction area 
g) Utilise discussion with Gefest Group sales team, company’s CEO, entrepreneurs, 
and consultants in Finland to generate insights and learn from their experience 
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2 The concept of strategy 
It is well understood that the concept of strategy is the most essential part of strategic 
management of any company. However, according to Collis and Rukstad (2008) only very 
few executives can clearly explain what their company’s strategy is even though these ex-
ecutives work for the most successful companies in their industries. “Companies that don't 
have a simple and clear statement of strategy are likely to fall into the sorry category of 
those that have failed to execute their strategy or, worse, those that never even had one”, 
warning Collis and Rukstad (2008, 84). We certainly agree with the opinion of Collis and 
Rukstad that it is necessary to have a simple, clear, successful  strategy statement that 
everyone employee can internalize and use as a guiding light for making difficult business 
decisions and understand the three critical components of a good strategy statement: ob-
jective, scope, and advantage. 
 
 
2.1 Market entry strategy 
These is a welll-known concept that theory should support business practice. Theories 
should develop new ideas for understanding and conceptualizing a challenging research 
issues, ideas that may suggest potentially fruitful and practical avenues for dealing in a 
certain situation in a real working life (Vansteenkiste & Sheldon, 2006, 63), but we under-
stand that there is always a great challenge to combine theory and business practice. 
 
This chapter is going to discuss most important market entry theories, including interna-
tional life-cycle, Internalization, Location, Electric Paradigm, Uppsala, Diamond and Net-
work model. Main concepts and a review of their conceptual weaknesses are presented 
also in each subchapter.  
 
 
2.1.1 The international life-cycle theory 
The international product life-cycle economic theory was developed by Raymond Vernon 
in 1966 to explain the founded pattern of international business (Vernon,1966). It was pre-
sented from the perspective of US-based enterprises and their international activities after 
World War II and until 1960s. The theory suggests that at the first phase in a product's life-
cycle all the parts and labor of the product come from the area of its creation. After the 
product becomes adopted and used in the world markets, production gradually moves 
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away from the point of origin. In some situations, the product becomes an item that is im-
ported by its original country of invention. 
 
According to Verner, a company’s market entry activities depend on the product’s position 
in the lifestyle. At first, a new innovative product is invented, developed, produced and 
sold in the home market. In the second phrase the product’s export starts and while the 
product became manure, direct foreign investments abroad begin.  Finally, import from 
abroad increases, production is discontinued in the home market and the demand is sup-
plied by foreign country. At this last stage the product achieved its decline phase of its life-
style. The illustration of Verner’s product life-cycle theory is presented in Figure 2 below. 
 
 
 
 
Figure 2. Changing market entry strategies according to the product’s life-cycle position 
(Glowick, 2016, 20) 
 
Vernon’s theory has made a significant contribution to the internationalization concept dis-
cipline and it provide a useful explanation to the post-World War II expansion of the USA 
to Europe (Glowik, 2016, 21). However, the model can be criticized in general because its 
presumes an ideal product life style with international foreign activities and attractive 
American home market, whom which U.S. companies begin their global activities. The 
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model ignores tariff and non-tariff trade berries as well as behavioral aspects. Another lim-
itation of the model is that its neglects threat of product substitution through upcoming na-
tions and their industries. Vernon’s model is focused on manufacturing industries rather 
than on services (Glowick, 2016, 112) 
 
After the first publication Vernon agreed that there are several differences between coun-
tries in view of cost and market conditions. Today the international life-style theory has 
lost much of its validity after economic and political progress in world trade (Glowik, 2016, 
22). Other international models have been developed, which will be presented in the next 
following chapters.  
 
2.1.2 Locational concepts 
The concept of locational model is based on the optimal location of the input variables, 
which need for efficient and innovative manufacturing. For examples acording to the loca-
tion theory the location of the production is determined by the resources and the decisive 
factors of the location are the cost of transportation and trade barriers. In case the transpor-
tation costs are high then the production place is located in the country or region where the 
product will be marketed and sold.  
 
In general, the locational concept claims that country- and industry specific factors influence 
a firm’s innovation, business orientation and performance. For foreign company the market 
entry strategy depends on the location factors of the target country, which can be macro-
environmental (PESTEL analysis) and industry-environmental (Porter industry analysis) 
(Glowik, 2016, 22-29). PESTEL and Porter’s five forces analysis are a well-known and 
widely used tools for scanning location factors.  
 
The weak point of that theory is that the location factor approach does not give a reliable 
picture about the relative meaning of each of the individual factors and the theory cannot 
provide recommendations for how to achieve competitive advantage for the firm in foreign 
market. It is really problematic to measure the weight of competitive advantages empirically 
and some assumptions can have a speculative hypothetical meaning. 
Despite all weaknesses locational theory is very well known and widely used in international 
business (Glowik, 2016, 44).  
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2.1.3 The internalization theory 
The internalization theory is based on the study of Buckley and Casson (1976), which is 
found on transactional cost approach of Coase and market-hierarchy paradigm of William-
son (1975). According to the theory firms maximize their profits in an imperfect competition 
environment and focus on transaction costs as main impulse for foreign market entry (Buck-
ley & Casson, 1976, 33). Barkley and Casson bring the idea of the transactional cost con-
cept to the idea of the multinational enterprise (MNE). They describe and explain MNE phe-
nomena, identify different factors determine company’s internationalization decision, espe-
cially internal market organization and coordination.  
 
The International model is based on rational way of thinking because of the transactional 
cost theory; however, it pays very little attention to behavioral aspects like ethics, culture 
and norms (Glowik, 2016, 59). The model considers the role of ‘knowledge’ in foreign in-
vestment decisions as argued to market transaction. 
 
The internalization concept explains the growth of MNEs domestically and internationally. 
It focuses on company’s motives to internationalize nut does not consider the potential of 
national government and their political influence on MNE investment decision. The concept 
ignores tariffs and non-tariff barriers, legal aspects and tax policies in the target markets. 
As an additional limitation the international theory disregards of ‘follow-the-customer’ phe-
nomenon (Glowik, 2016, 113) 
 
2.1.4 The Eclectic Paradigm 
The Eclectic Paradigm theory was developed by Dunning in 1976, who stated that the 
choice of the international market entry strategy depends on advantage categories for 
MNE such as: ownership-specific, internalization and location advantages (Dunning 
1988). The combination of advantage categories gives the basic for management decision 
whether to proceed with export, contractual entry modes such as licensing, franchising or 
foreign direct investment. The advantage category and suggested market entry strategies 
are illustrated in Figure 3. 
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Figure 3. A firm’s international market entry modes and their depending on the advantage 
categories (Glowick, 2016, 62). 
 
The Eclectic paradigm theory was created on different existing market entry models: inter-
national theory, the resource-based view and the location theory. Mixing of three different 
and sometimes overlapping models and high models’ complexity were a reason for criti-
cism. According to Glowik (2016, 63-64) these theories make the eclectic paradigm very 
complex, limit validity testing of the model and make it difficult to use. The three ad-
vantage categories are formulated too generally so it is impossible to suggest recommen-
dations for an MNE’s international strategy. The eclectic theory can be rather suitable 
when considering manufacturing industry instead of internet-based services. The theory 
assumes a rational thinker, who makes decision mainly based on the cost calculation but 
at the same time it is difficult to a accept a behavioural aspect of the management, which 
is also influence market entry decision. 
 
2.1.5 The Uppsala Model of Internalization 
In the middle of 1960th one of the pioneers of internationalization theories states that the 
company overcomes international barriers when entering foreign markets. Using their 
gained experience in foreign activities, firms are willing to enter one market after another. 
Through the foreign operations firm get the experience of risk handling, decision making 
process and building the knowledge how to conduct business in diversified markets 
(Glowik, 2016, 64). Based on observation of Swedish industrial companies, Johanson and 
Vahlne further developed the ideas of Carlos and introduced the international theory, 
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which later was named as Uppsala model of Internationalisation (Johanson & Vahlne, 
1977). 
 
According to Uppsala model, firms internationalize from physically and culturally close 
business territories to more distance markets and countries. Firms prefers entering new 
markets with lower physical distance, which is defined in terms of factors as differences in 
language, culture, political system and others (Johanson & Vahlne, 1977, 23-26). The 
model describes two major internationalization paths, at the start there is no regular export 
and business is concentrated in home market. Then export starts through independent 
representative or agent, later through sales subsidiary and finally the manufacture might 
be open in a new market (Johanson & Vahlne, 1977, 24). 
 
The visual model of Upsala theory is presented in Figure 4 below. 
 
 
 
 
Figure 4. Two major internationalization process paths according to Uppsala model 
(Glowick, 2016, 67). 
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The Upsala internationalization theory has been criticized for its tendency to concentrate 
on experimental learning through commitment decisions and business activities abroad 
but ignores initiative leaning, i.e. monitoring other firms acting in a similar way and assimi-
lating their experience. A company can also decide market entry strategy according to 
forecasted opportunities and not only according to its current level of foreign business ex-
perience. There are more possible multifaced internationalization routes than the Upsala 
model suggests (Forsgren, 2002). For instance, making foreign acquisitions with the inten-
sion of leaning about a certain market, or learning though network partners or organiza-
tions or searching information about radically new alternatives and invest abroad in ac-
cordance to this reach rather than according to their own experience (Forsgren, 2002, 
273-274). 
 
Several years after publishing the Uppsala theory, Johanson and Vahlne revised the 
model as firm behaviour and economic and regulatory environments have changes re-
markably or did not exist when the Uppsala model was published. In the revised concept 
internationalization should be seen from a business network perspective of the environ-
ment faced by an internationalizing firm (Johanson & Vahlne, 1990). The network theory 
will be explained in the next chapter. 
 
 
2.1.6 Network Theory of Internationalization 
According to Axelsson and Easton (Axelsson & Easton, 1992) a network is a model that 
describes a number or entities or organizations that are connected. In international indus-
trial networks, the entities are involved in the economical process that transform resources 
into finished goods and services. In an early theory of internationalization Oviatt and 
McDougall stated that an international new venture is a business organization that “from 
inception, seeks to derive significant competitive advantages from use of resources in the 
sale of outputs in multiple countries (Oviatt & McDougall, 1994, 49). Later international 
new venture’s definition was modified as a firm competes in several countries with opera-
tion in different international regions and targets numerous market segments (Zahra, Ire-
land & Hitt, 2000).  
The main concept of the network theory of internalization is that a firm’s international busi-
ness success or failure is a result of its positioning in a network of firms and a result of 
their connection to each other. Firms that can entry new markets quickly, often have es-
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tablished personal relations with the firms abroad. The networks are seen as asset of rela-
tionships between suppliers, manufactures, customers, merchandisers and other stake-
holders. The learning process and knowledge transferring within the networks has a very 
high importance. Competitive advantages of a firm are achieved through dynamic capabil-
ities fostered in networks and emerging global economy works as network of interlinked 
companies (Glowik, 2016, 115).  
The network theory of internationalization has their obvious limitations as it is hard to test 
due to complexity of international networks and their influencing factors. The theory tens 
to focus on B2B markets, however research results and different case study examples are 
difficult to generalize (Glowick, 2016, 111-116). 
 
2.1.7 The Diamond model 
The Diamond model is a tool for analyzing the organization's task environment.  Michael 
Porter was a founder of the Diamond model, which expanded the competitive discussion 
to country levels among industrialized nations (Porter, 1990). It works to integrate much of 
Porter's previous work in his competitive five forces theory, his value chain framework as 
well as his theory of competitive advantage into a consolidated framework that looks at 
the sources of competitive advantage from the national context. It can be used both to an-
alyze a firm's ability to function in a national market, as well as analyze a national market's 
ability to compete in an international market.  
 
Porter described the competitive advantage of nations at the national level. According to 
Porter, the domestic environment provides the best prerequisites for firms to start foreign 
business engagement. Firms compete with global strategies selling worldwide, sourcing 
components and materials and locating activities in many nations to take advantages of 
national resource capacities.   
 
Porter describes four central factors that influence gaining a competitive advantage in for-
eign market, which are shown in Figure 5 below. 
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Figure 5. Determinates of National Competitive Advantages (Porter, 1990, 77) 
 
The model recognizes four pillars of research such as factor conditions, demand condi-
tions, related and supporting industries, firm structure, strategy and rivalry. These factors 
should be undertaken in analyzing the viability of a nation competing in a particular inter-
national market, but it also can be used as a comparative analyzing tool in recognizing 
which country a particular firm is suited to expanding into.  
 
Porter claims that competitiveness of firms is influenced by country-specific conditions. 
Some enterprises have better prerequisites for successful international business activities 
than others because of their home market surroundings (Porter, 1990) 
 
The Dimond model was broadly criticized from questioning the originality of the framework 
to the heavy dependence on world export shares as a measure of international competi-
tiveness and Porter’s methodology (Yong, 2019). The model lacks the precise recommen-
dation about which circumstance allow a firm to gain competitive advantage and it ne-
glects other countries and their impact on the home country with respect to the firm’s com-
petitiveness. It does not answer the question under which circumstances it is recom-
mended to enter the market through export or through foreign direct investment. Moreo-
ver, the meaning of competitive advantage is empirically very difficult to quantify (Glowil, 
2016, 40-111).  
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Porter's Diamond theory seems to draw extensively from an American perspective, and it 
misses a global approach (Yong, 2019). 
2.2 What factories influence on successful market entry? 
 
The international marketing for any company should first start with the very basic topic, 
which is situational analysis of the current business situation of your company. The situa-
tional analysis is a starting point and a foundation of the marketing plan. (Lake, 2017.) The 
situational analysis defines the internal and external factors of a business. It also identifies 
the capabilities, customers, potential customers, business environment and the impact 
they may have on organization or business. A situational analysis is an essential part of 
any business and the company should conclude it periodically to ensure that it is current. 
 
2.2.1 Internal factors 
 
This chapter is going to exam internal factors and answer the question whether Gefest 
Group is ready to start exporting to Europe. Internal factors analysis is a part of situational 
analysis, which is always recommended to do at a first phase of international marketing 
process (Schlich, A. 2018). A situational analysis helps in identifying strength, weakness, 
opportunities, and treats. It can help in determining the next step a business need to take 
within the marketplace or help a firm to go international. The SWOT analysis describing 
strength, weaknesses, opportunities, and treats is presented in table 1 below. 
 
 
Table 1. SWOT analysis (adapted from gefest-spb.ru 2018a, gefest-spb.2018c, Ministry of 
Finance 2020, TradingEconomics 2020, gefest-spb.2018c). 
 
Strenghts 
 
• 19 years of experience in Russian mar-
ket 
• Broad experience with working with dif-
ferent branches: administrative build-
ings, science and education, oil&gaz lo-
cations, cultural objects, industry enter-
prises, shopping centers, dwelling realty 
and others 
• Competitive price for Finnish market 
Weaknesses 
• Small company size 
• Currently limited marketing resources.  
• Limited international partners, no ex-
perience to sell internationally 
• No connection with construction indus-
try in Finland 
• Product liability law in Finland has to 
be studied  
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• Favorable geographical location of 
manufacturing place in St-Petersburgh 
nearby Finland 
• Logistic and consulting partner in Kotka 
• Registered finish company in Vaalimaa 
• Quality management system ISO9001-
2001, ISO 9001-2008 
• “Made in Russia” might have not very 
positive image in construction industry 
in Finland 
Opportunities 
• Finland’s construction sector growth 
rate in 2018 is 3-4%, in 2019-1%. Reno-
vation and infrastructure construction 
will continue to grow at a slow rate. 
• Economic growth is estimated in 2020- 
1.2%, in 2021- 1.1% 
• Construction work on healthcare and 
school buildings is expected to pick up 
again. 
• Inflation rate in Finland in a very modest 
level 1,5% 
• Exchange rate EURO/RUB 
Threats 
• Industrial safety law- need to study 
• Certification can be a market entry 
barrier 
• Substitute product from competitors 
that delivering similar product. Com-
petitor gained the reputation and es-
tablished customer relations already. 
• Regulations and laws are different in 
other countries and accessing con-
struction sector and learning the deci-
sion-making process will take time and 
resources. 
• Inflation rate in Russia and exchange 
rate EURO/RUB 
−  
 
 
Last three years the company Gefest Group has been doing several activities to prepare 
themselves for entering a European market, which are the following (gefest-spb.2018b, 
gefest-spb.2018b, gefest-spb.2018d): 
 
• Participating and exhibiting at international fairs  
 
Gefest group together with FR Engineering Centre of Fire Robots Technology took part 
in the international exhibition "FinnSec 2017" in Helsinki, 26-27th of September 2017 
Gefest participated in the international fire security exhibition IFSEC 2018 in London 
with their own booth. 
Gefest took part in SKYDD-2018 fire-safety exhibition in Sweden 23-25 October 2018 
Gefest took part in the 41st meeting of the International Standard Organization ISO in 
Northbrook, USA, where ISO members discussed changes to the new edition of ISO 
6182-1 Consolidated sprinkler standard, proposed by the Russian Federation 
 
• Mr.Tanklevskiy, CEO, became a member of the National Fire Protection Associa-
tion NFPA 
• Gefest holds the quality management system Certificate in relation to rendering ser-
vices corresponds to ISO 9001-ISO 9001:2015 
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• Gerefst employed a Sales Manager with a very good professional English language 
skill 
• Gefest had a meeting with partners from China “Fuxeon” on December 5, 2018. 
The parties discussed cooperation in supply of components 
• Gefest has started the certification according to ISO, EN and DIN 
• Gefest opened a Finnish company E-Sprinkler Oy in Vaalimaa 
• Gefest has a partner, logistic and consulting company in Kotka 
 
Analyzing all the above activities we can conclude that Gefest is constantly following the 
European market trends, searching for partners and dealers, networking internationally 
and stay open for international contacts and projects. Gefest has starting certification and 
they are preparing documentations requested for European market. Gefest prepare them-
selves for starting export to Europe and has a good chance to start international activity 
outside of their home country. 
 
2.2.2 External factors 
External factors have a clear impact to the business operation of a firm. According to Am-
strong, Kotler and Opresnik (2017, 96), a company’s marketing environment consist of the 
factors & forces outside marketing that affect marketing management's ability to develop 
and maintain successful relationship with the target customers. Thompson (2002) states 
that the business performance of the firm is highly depended on the external factors, and 
the performance and patterns of political, economic, social, technological environments 
will highly effect to the capital availability, operating cost and customer’s demand. Further-
more, Kotler (1997) strongly argues that when a firm clearly understands the political, eco-
nomic, social, technological environments, a firm can better align its business strategy and 
operation to the appropriate with market’s patterns.  
 
We decided to do a PESTEL analysis as a part of microenvironment study and to see if 
the market would be potential for Gefest Group. Political, Economic, Social, Technologi-
cal, Environmental and Legal factors analyse PESTEL, which is presented in Figure 6, will 
be essential for understanding and studying business opportunities in the Finnish market. 
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Figure 6. PESTEL analyse. (adapted from Business Finland.2018, Ministry of Finance 
2020a, Ministry of Finance 2020b, World Economic Forum 2020) 
 
External forces effecting macro-environment in Finland are the following: 
1. Political forces: in general, there is a political stability in the country and Finland is 
known as high level diplomacy in foreign relations. 
2. Social forces: Finland is the happiest country in the world. The market is small so 
Gefest should focus on 5 largest cities with population about 2 million people. It is 
easy to network among other industry professionals in small market. 
3. Legal forces: Finland is least corruption country worldwide. It is so called easy to 
do business country in view of administration, transparency, bookkeeping, taxes 
and other norms. 
4. Technological forces: technically advanced country with a high level of innovation 
and digitalization. 
5. Economical forces: low risk of doing business, low inflation rate, growth in con-
struction sector, demand for energy efficient buildings, low bureaucracy level. 
 
 
In general, a previous study shows that foreign companies consider Finland to be attrac-
tive to business as it was confirmed by Business Finland and Amcham Finland survey. 
Foreign companies appreciate economy stability, skills of workers and their ability to work 
independently (Business Finland.2018). Finland has a high gender-equal achievements in 
health and educational sector that brought to woman’s significant high economic and polit-
ical participation (World Economic Forum 2020). The new cabinet formed in December 
2019 consist of great number of women: twelve portfolios are represented by women, only 
seven by men. We can see many positive external factors influencing favorably to 
Gefest’s future business development in Finland. 
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2.3 Market entry barriers 
 
The place, where the firm was found, the country of origin matters in shaping the culture 
and behaviour of firms. According Coe, Kelly and Yeung (Coe, N., Kelly, P. & Yeung, H, 
2008, 321-345) even global corporation remains national firms by their different origins, 
historical development and management structure. Company’s operation place with its 
economic culture and diversity influence on economic success or failure (Coe, N., Kelly, 
P. & Yeung, H. 2008, 325-326). “Geography matters and the country of origin - through so 
called ‘home country effect’ shapes their (company’s) various approach to inter-firm and 
intra-firm relationship” (Coe, N., Kelly, P. & Yeung, H. 2008, 322). The country of origin 
and so called ‘home country effect’ shapes the different approach to inter-firm and intra-
firm relationship. The economic culture of the firm can be as an advantage as disad-
vantage in some business cases. 
 
In case of Gefest Group and their country of origin Russia and the country’s ‘brand name’ 
in Finnish construction market has a clear influence on the success of Gefest Group in 
their internalization and in building their brand name. According to Aaker, building 
strong brands has become a marketing priority for m an y  o r gan i z a t ions  
t oday  bec aus e  i t  y ie l ds  a  n umber  o f  advantages. Strong brands help the firm 
establish an identity i n  t h e  m a r k e t  p l a c e , le ss  v u ln e rab i l i t y  to  competitive 
actions, larger margins and  greater brand extension opportunities (Aaker, 1999). 
 
The country of origin “Made in Russia” might be a barrier for entering the Finnish con-
struction market although it should be studies and research thoroughly in empirical part of 
this thesis. Very often national stereotypes can greatly influence how the product are as-
sessed. It can relate to images and impressions of how industrialized a country is and how 
high are quality standards there (Norjaya Mohd Yasin, Mohd Nasser Noor & Osman 
Mohamad, 2007, 47). The further chapters in Empirical part will analyze more deeply a 
home country effect to Gefest’s business opportunities in Finland.   
 
Another market entry barrier for Gefest Group can be named as standardization of their 
product.  Coe, Kelly and  Yeung stated that “only standardized and effective forms of busi-
ness organizations will survive global competition” and global convergence drives firms to 
become more and more alike in their business activities (Coe, N., Kelly, P. & Yeung, 
H.,2008, 326). To be competitive the manufacture should obtain necessary industry spe-
cific certificates, documentations, test results and follow industry norms, so consequently 
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this research is going to answer the question what certificates and documentation Gefest 
Group must have in order to be competitive in Finnish market.  
 
2.4 Theoretical framework summary 
The importance of solid theory in academic work is well understood and has been 
proved in many studies. The theory does not only develop new ideas and research issues, 
but it should also support business practice and suggest new practical recommendations 
for real working life, however it is very challenging to combine theory and international 
business reality. 
 
The most important marketing entry theories are International Life-Cycle theory developed 
by Vernor in 1966, the concept of locational model, the internalization theory, the electric 
paradigm, the Upsala Model of Internalization, the Network Theory of Internationalization 
and the Diamond model. 
 
Two hundred years ago Adam Smith and David Ricardo launched their trade theories ab-
solute and comparative advantage. After World War II, trade models were further devel-
oped were amplified by a management perspective focusing on ‘location factors’ con-
nected with the question of where to start international business. The location concept has 
proved to be important. Therefore, place and space play an essential central role in many 
marketing entry theories. The diamond model by M.E. Porter first published in 1990 takes 
traditional location concepts to a high national level. From the country perspective the 
model indicates some factors as drivers for establishing competitive advantages and the 
model is sensitive to issues that are hard for the companies to plan for. The Figure 7 be-
low illustrates the chronology of the development of internationalization theories, including 
consideration of the trade theories, the resource-based view, and the transaction cost the-
ory. 
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Figure 7. Chronology of the development of internationalization theories, including consid-
eration of the trade theories, the resource-based view, and the transaction cost theory 
(Glowik 2016, 110). 
 
As shown in Figure 7, the development of Internationalization theories started in 18th cen-
tury, has been modifying, changing, adjusting, transforming and reconstructing. The latest 
theory Networks was promoted in 2000s, which has a strong interpersonal focus and 
widely used in nowadays business world. 
 
Figure 8 below sums up principal contents and major limitation of the Location concepts 
and the Dimond model. 
 
Model Representative 
publication (Year) 
Main content of the model Major limitations of the 
model 
Locati-
onal 
concept 
Originated in tradi-
tional trade theo-
ries: 
Smith (1776), Ri-
cardo (1817), 
Heckscher-Ohlin 
(1952) 
-Supply and demand fac-
tors vary among countries 
and impact the competi-
tiveness of the firm 
-Foreign market entry 
strategy depends on coun-
try-specific location 
-Empirical studies about 
the relative influence of lo-
cation factors are difficult 
to perform 
-Difficult to take into con-
sideration all relevant fac-
tors due to the model’s 
high complexity  
Dimond 
model 
Porter 1990 -Firm competitiveness in-
fluenced by country-spe-
cific conditions 
-Some firms have better 
chances for successful in-
ternational business than 
others because of home 
market situation. 
-competitive advantage is 
empirically hard to meas-
ure 
-some model assumptions 
are speculative 
-lacks advises about the 
best way to gain competi-
tive advantages 
-tends to neglect other 
countries and their impact 
on the home country with 
  
23 
respect to the firm’s com-
petitiveness 
  
 
Figure 8. A summary of the principal contents and major limitations of locational concepts 
and the diamond model (Based on Glowik 2016, 111) 
 
After World War II the product life-cycle theory was developed by Vernon. It was created 
from prospective of the American-based firms and their international business activities 
and it became almost absolute for many modern businesses. The main principal concepts 
and major limitations of the model are presented in Figure 9 below. 
 
Model Representa-
tive publica-
tion (Year) 
Main contents of the model Major limitations of the 
model 
Internati-
onal pro-
duct life-
cycle 
Vernon 
(1966) 
-international market entry and 
exit strategies depend on the 
product’s positioning in its life-
cycle 
-the USA economy based after 
WWII 
-manufacturing industries are 
in centre 
-not consider tariff and 
non-tariff trade barriers 
and behavioral aspects 
-verification and general-
ization are difficult 
-neglects threats of 
product substitution via 
nations and their indus-
tries 
-shortened products and 
technology life cycle 
makes the model univer-
sal  
 
Figure 9. A summary of the principal contents and major limitations of the locational con-
cepts and diamond model (Glowik 2016, 112) 
 
The internalization theory of Buckley and Casson explained the nature and development 
of multinational enterprises and identify various factors determine company’s internaliza-
tion decision. However, the model cannot explain and consider the changes of interna-
tional process and the aspect of learning that it given a special priority in Upsala model in 
1970s. The Uppsala concept became the most discussed model in the literature, hence it 
has not answered every questions  and cannot serve as a general theory. A summary of 
main concepts of Internalization model and Uppsala model are presented in Figure 10 be-
low. 
 
Model Representative 
publication 
(Year) 
Main contents of the model Major limitations of the 
model 
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Interna-
lization 
theory 
Buckly and 
Casson (1976)  
-main focus on transaction 
cost as major factor for foreign 
market entry 
-rational approach 
-explains multinational enter-
prises using organizational ca-
pabilities and market situation  
-‘knowledge’ and ‘skill’ factors  
-transactional cost are 
difficult to measure 
- very little attention to 
behavioural aspects 
-ignores tariffs and non-
tariff barriers, legal as-
pects, tax policies in the 
target market  
Uppsala Carlson (1966) 
Forsgren nad 
Johanson, Jo-
hanson and 
Wiedersheim 
(1975) 
Johanson and 
Vahlne (1977) 
-a firm’s internationalization is 
a process 
-due to a lack foreign market 
knowledge, firm start interna-
tionalization from physically 
and culturally close foreign 
countries to more distance 
countries. 
-psychic distance is a distance 
in terms of language, culture, 
politics etc. 
-focus on experience, 
knowledge and self-learning  
-psychic distance is seen 
differently by operating 
managers 
-panel focus on big Swe-
dish firm 
-restricted to the initial 
level of internationaliza-
tions 
-internationalization is not 
always strait and continu-
ous process 
-firm can reconsider their 
internationalization strat-
egy 
-the model concentrates 
on experiential learning 
through commitment de-
cision but ignores the 
phenomenon of ‘early in-
ternationalization.’  
 
Figure 10.  A summary of the principal contents and major limitations of the Internalization 
theory and Uppsala model (Based on Glowik 2016, 113) 
 
In 1980s and during the 1990s many empirical researches led to the conclusion that firms 
need to be embedded in supplier-customer-competitor networks. Firms do not decide their 
internationalization activities independently, but they follow its important customer abroad 
and try to remain its supplier. In contrary, a competitor’s movement towards other regions 
in the world may push a company to enter a certain foreign market. 
 
Early internationalization theories focus on personal relationships, and the internationali-
zation process is understood as value creating process. Internationalization performance 
is seen as the result of human behavior, for example as open mindset, innovative, global 
mindset in a context of specific time and taking a chance at the right time. New interna-
tionalization concepts focus on personal relationships, relationship to suppliers, custom-
ers, and other stakeholders, which make significant impact to the internationalization ac-
tivities of the firm. 
 
Electric paradigm and Network model summary can be checked from Figure 11 below. 
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Model Representative publication 
(Year) 
Main contents of 
the model 
Major limitations of the 
model 
Elect-
ric pa-
ra-
digm 
Dunning (1979, 1980, 1983, 
1988, 1993, 1994, 1995, 200, 
2001) 
-consideration of 
ownership 
Location 
Internalization 
-multi-causal re-
sons influence the 
market entry strat-
egy of the firm con-
sisting of 
International con-
tracts 
available 
Export 
Foreign direct in-
vestment 
-overlapping conglom-
eration of variables 
-high model complexity 
-empirical verification 
of crucial variables dif-
ficult 
-prediction tend to be 
vague  
Net-
work 
Model 
Johanson and Mattson (1988) 
Kogut and Zander (1993) Ho-
henthal (2001) Bjorkman and 
Forsgren (2000) Hakansson 
and Johanson (2001) Johan-
son and Vahlne (2003, 2009, 
2010) Mathews, Hu and Wu( 
2011) Gadde, Hjelmgren and 
Skarp (2012) 
-company’s interna-
tional business suc-
cess or failure is a 
result of its posi-
tioning in a network 
-networks are a set 
of relationships 
among supplier, 
manufactures, mer-
chandisers, cus-
tomers and other 
stakeholders 
-knowledge and 
learning exchange 
within the network 
-competitive ad-
vantage is 
achieved through 
network 
-emerging global 
economy as net-
works of interlinked 
firms  
-empirically hard to 
test due to the com-
plexity of international 
networks 
-need for industry-spe-
cific insights, which is 
challenging to realize 
from a researcher’s 
‘outsider perspective’ 
- tends to focus on B-
to-B markets 
- research results (e. 
g., through firm case 
studies) are hard to 
generalize  
– empirical research 
often tends to supply 
‘spotlights’ of network 
structures because 
longitudinal fact-finding 
research is time con-
suming and therefore 
expensive 
 
Figure 11.  A summary of the principal contents and major limitations of the Electric para-
digm theory and Network Model (Based on Glowik 2016, 114-115) 
 
Additionally, an important part the theoretical framework is situational analysis of the cur-
rent business situation of your company. The situational analysis works as a starting point 
and a foundation of the marketing plan. The situational analysis defines the internal and 
external factors, which influence on successful market entry. Internal factors analysis, as 
part of situational analysis, helps in identifying strength, weakness, opportunities, and 
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treats and it can help a firm to go international. Internal analysis is usually done in SWOT 
form.  
 
External factors have a remarkable impact to the business operation of a company. Exter-
nal factors such as Political, Economic, Social, Technological, Environmental and Legal 
factors are recommended to analysed by PESTEL analysis. External and internal factors 
analysis identify the capabilities, customers, potential customers, business environment 
and the impact they may have on organization or business.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
27 
3 Research methodology 
In this chapter we are going to describe the methodology and methods of the research 
and focus on how to conduct the empirical part of research. We are going also to present 
the philosophy (ontology and epistemology) and approach of this thesis. In addition, in this 
chapter the ethical issues, reliability and validity will be defined. 
 
3.1 Research philosophy and approach 
 
Research philosophy is related to the system of believes and assumptions regarding de-
velopment of knowledge, its nature and how it was produced in connection to this re-
search (Saunders, Lewis & Thornhil 2016, 680). It is essential to realise that the re-
searcher will consider rational aspects but most probably she/he will be influenced by 
her/his own existing point of view, own believes and consumptions on the link between the 
knowledge and the mechanism, producing the knowledge (Saunders et al. 2016, 123).  
 
Ontology refers to assumptions about the nature of reality, in other words my ontological 
assumptions shape the way in which we see and study the research objects. Ontology of 
this research includes the organization Gefest Group, management, product junction box, 
marketing, and demand questions in the Finnish market. There are two types of ontologi-
cal assumptions, which must be considered: objectivism and subjectivism.  Objectivism 
argues that social actors occur in reality independently of their members trying to analyse 
them.   Subjectivism incorporates assumptions that social development originates in atti-
tude and consequent behaviours produced by those individuals acting in social group. 
Subjectivism has multiple realities, deal with a flowing process and can be chaotic (Saun-
ders et al. 2016, 127-132). 
 
We believe that we will be using much more the subjectivism approach as a suitable ap-
proach for viewing the social interactions between the service provider (company Gefest 
Group), their customers, social developments and continuously transformation in the mar-
ket. 
 
Epistemology is dealing with the sources of knowledge, numbers, facts, observable phe-
nomena, narratives, opinions, and other sources, which can be communicated to others.   
Epistemology is concerned with possibilities, market threats, risks and limitations. The dif-
ferent type of knowledge such as statistical sales data of product junction box, sales data 
about similar product in Finnish market, customer data-based by sectors, textual data of 
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interviews, visual data of usage of junction boxes in different applications and many other 
- can be considered for this research. Epistemology of the research are asking questions, 
interviewing, observation and measuring.  
 
As ‘reality’ is practical consequences of R&D research which focus on problems, practices 
and relevance and we aim to contribute practical solutions and outcomes (Saunders et al. 
137,142-144). We can say that this research represents a pragmatism philosophy of busi-
ness research. We consider that the pragmatism philosophy to be the most suitable to 
that research of market demand of product junction box of Russian manufacturer Gefest 
Group in Finnish market because the research emphasised on practical outcomes and it 
was initiated and sustained by doubts and believes of industry-professionals from the 
company Gefest Group and the researcher-student. 
 
3.2 Research approach 
 
Research approach can be chosen between deductive and inductive: to test a theory or to 
develop a theory. A deductive approach is used when a researcher wants to adopt a clear 
theoretical position that will be tested thought the collection of data and work on the theory 
driven project. An inductive approach is used in contrary when a researcher wishes to ex-
plore the topic and present a theoretical explanation and analyze to the collected data. 
The research project is data driven and follows to inductive approach (Saunders et al. 
2016,51). 
 
In the thesis study we are going to use inductive approach because we are planning to 
get a picture of the existing Finnish market of the similar product. The interviews and dis-
cussions with experts are also fit well into inductive approach. Once we have gathered 
and analyzed the received information, I would be able to elaborate a theory.  
 
3.3 Research design 
 
The research design is a general plan of how to give an answer to formulated research 
questions. The plan usually contains the specific sources from which the information can 
be taken, the way how the data can be collected, considered requested time, location, 
money and other resources required for the research (Saunders et al. 2016, 163-164). In 
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his/her approach the researcher can select methodological choice: the use of quantitative, 
qualitative, or mixed methods research design. 
 
 
The necessary data can be collected from the Gefest Group home web-site, corporate 
documents, printed catalogues and leaflets, interviews with Gefest’s experts and sales 
staff, interviews with wholesales and industry opinion-leaders in Finland, available data in 
internet, visual observation of usage of similar product in Finland and possible other 
sources of data collection. The data can be collected using face to face meeting, phone 
and skype calls and by e-mail exchange. Data available from Internet will be collected by 
search; professional literature as magazines, publications and articles in social media are 
also planned to use. Therefore, we are going to use mixed methods, a combination of 
qualitative and quantitative data collection techniques and analytical procedures, as a 
methodological choice of the research. 
 
According to Saunders et al. (2016, 167-169) mixed methods research is the combination 
of multiple methods research that combines quantitative and qualitative data collection 
and analytical procedures. We share the opinion of authors that while there is an external 
objective world in which we live, each of us interpret an understand the world their own 
way, affected by particular social conditions. We, as researcher, are going to use quantita-
tive data officially available in publication, company’s web site, any internet sources fol-
lowed by qualitative research methods to explore more our perception.  
 
We are going to follow an exploratory study in order to ask open questions to find out 
what is happening and gain insights about the topic. The questions are prepared to ask 
will start with “What” or “How” and these types of questions will help me to clarify our own 
understanding of a problem and phenomenon. Exploratory research conducted in order to 
determine the nature of a problem; however, research’s structure does not aim to provide 
the final answer to the research question but study the research topic with different level 
of depth (research-methodology.net 2019). 
 
We are going to use exploratory research method due to its advantages, which are the fol-
lowing (research-methodology.net 2019): 
- Flexibility and adaptability to change 
- Effective and good base for the future studies 
- Exploratory research can save time and other resources by degerming at 
the earlier stage the type of research that are worth pursuing 
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According to Saunders et al. (2016, 174-175) exploratory research can be executed in 
three main ways. First, we have to find relevant literature, then we should interview ex-
perts in that topic and after that to carry out focus group interviews. We will make use of 
literature review, interviewing experts and probably group discussion. 
 
Regarding the research strategy, there are eight options to choose from according to 
Saunders et al (2016. 177-178): experiment, survey, archival and documentary research, 
case study, ethnography, action research, grounded theory, and narrative inquiry.  The 
choice of research strategy is determent by the research questions, the amount of current 
knowledge, the available time and resources and the research philosophy (Saunders et al. 
2016.178) 
 
The research strategy we are going to follow will be a case study. Yin (2014) states that a 
case study is a deep inquiry into a topic withing its real-life settings. Case-study research 
is often used when the boundaries between the studied phenomenon and the context 
within it is being studied are not always obvious. According to Yin (2014) understanding 
context is essential and fundamental to case study research.  
 
According to Khairu Baharein Mohd Noor (2008) by case study is understood an empirical 
inquiry that investigates a phenomenon within its real-life context using multiple sources of 
evidence. Case is an event, entity, an individual or unit of analysis. The case study is used 
to probe an area of interest in depth, to understand some particular problem or situation 
and identify cases rich in information. The case study weaknesses are mentioned as lack 
of scientific reliability and not reliable conclusions, which are done from the case study re-
search.  
 
The strengths of case study can be described as the following: 
- researcher can gain the holistic view of a certain phenomenon or serious of events 
- can provide a round picture using many sources of evidence 
- case study can be used to study organizational activity especially where it is chang-
ing very fast 
- allow generalizations of findings   
 
Flyvberg (2011) points out the paradox of case study research: case studies have been 
broadly used in business and management over a long period of time, however they have 
been criticised because of misunderstanding about their capacity to produce generalisa-
ble, reliable and theoretical contribution to knowledge. The critic is based on positivism 
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criticism of using too small samples and using interpretive qualitative research (Saunders 
et al. 2016, 184-185). 
 
The case study should be considered to use when the focus of the study is to answer 
“how” and “why” research questions (Baxter, P & Jack, S. 2008). Most of the research 
questions are “How” and “What” questions so that is why we believe that the case study is 
right strategy for us. 
 
The case study uses many data collection techniques and they often get mixed. The tech-
niques can be observations, interviews, questionnaires, and analysis of documents. we 
are going to use a single case that employs a holistic approach (Yin. 2004 in Saunders et 
al. 2016, 186). We suppose this choice is the best to fit to research purpose and research 
questions because this is a special case, that is, the company Gefest is trying to formulate 
a strategy to enter Finnish market.  We see the practical result of this research and we are 
interested in the context, in studying of business possibilities to sale in new European 
market and to find out the challenges and other objectives. 
 
We will utilize a multi-method qualitative option as a research choice. It is assumed that 
more than one information gathering and analysis technique will be used but prescribed 
within the qualitative realm (Tashakkori & Teddle in Saunders et al 2016, 170). The inter-
views and content analysis will be done over a limited period. 
 
As a result, we are going to report the findings as a marketing study document summery 
for the company Gefest Group. 
 
3.4 Data collection 
The process of data collection, data analysis, creation and confirmation of propositions 
has an interactive nature that gives a certain relative flexibility to the researcher. Accord-
ing to Silverman (Silverman 2008, 35), flexibility encourages qualitative researchers to be 
innovative, however flexibility can be seen as lack of structure. Qualitative research is 
considered subjective, soft, flexible, speculative and influenced by the researcher’s politi-
cal values, so in the same time the process of data collection will be also automatically in-
fluenced by researcher’s political values and subjectivism.   
 
I am going to use secondary and primary data. Saunders et al. (2016, 316) define second-
ary data as data, which includes both raw data and already published summaries, the one 
already gathered for another use, but yet can be further utilized to contribute with valuable 
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information to provide an answer to the research question. The secondary data will be 
gathered from: 
- Reports from different institutions like Statista, Business Finland, Finnish Ministry 
of Finance, the Finnish Construction Trade Union among many others 
- Information from Internet, academical journals and books 
 
The primary or new data is planned to be gathered though different techniques, as follow-
ing: 
 
-In-depth semi-structured interviews conducted with experts from different wholesalers in 
Finnish market. Interviews will allow us to learn point of view of different sales managers, 
daily working with junction boxes in local markets. Interviews are carried out in person at 
wholesaler’s offices. Semi-structured interviews facilitate the advantage of allowing new 
topics and themes appear during the interview in a natural way. It is used as sampling, 
non-probability, purposive and typical case sampling. It is intended to provide an illustra-
tive profile using a representative case and illustrate for of what is typical in that research 
and it is not meant to be definitive (Saunders et al. 2016, 301-302). 
 
-Primary data collected through observation. I visited e.g. Iso Omena shopping mall and 
observed the placement of junction boxes there. Also visited several retail shops to learn 
about junction box types and their price categories. 
 
-Experiential data as a result from a diary I kept where I recorded my impressions and ob-
servations 
 
-Benchmarking competitors in Finnish market, using structured approach from the compa-
nies’ websites, their digital channels, social media and interviews.   
 
The researcher is able to use her/his judgment to select best examples that facilitates the 
answer to the research questions. We use this small way of sampling as a usual way to 
utilize like case study research and we wanted to use informative case. It targets one sub-
group in which all the sample units are comparable allowing to explore the group in depth 
(Saunders et al. 2016, 297-305). 
 
The process of data collection is summarized in the Table 2 below (more details is pre-
sented in Appendix 1), which describes who were the interviewees, what company they 
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worked for, when and where the interview took place, their area of expertise and the rea-
son for choosing these experts. They are all seen to be a typical case, the experts were 
willing to share their knowledge and experience and to contribute to a marketing research. 
 
Table 2. Details of data collection by interviews 
 
Name / 
Company 
Position Date Type Place Reason for 
choosing 
Expect / 
Ahlsell OY 
Group 
product 
manager 
7.08.2019 Interview 
F2F 
Ahlsell 
main office 
in Hyvinkää 
Junction boxes 
expert 
Expert / 
SLO Oy 
Product 
Manager 
4.09.2019 Interview 
F2F 
SLO office 
in Vantaa 
Junction boxes 
expert 
Expert / On-
ninen Oy 
Product 
Manager 
1.10.2019 Interview 
F2F 
Onninen 
Oy office in 
Kalasatama 
Junction boxes 
expert 
Expert / Am-
plit  
Technical 
Director 
23.03.2020 Phone in-
terview 
By phone Technical Direc-
tor 
Expert / Am-
plit 
Project 
Manager 
24.03.2020 Phone in-
terview 
By phone Decision-maker 
to select and pur-
chase junction 
boxes for Amplit’s 
projects 
 
 
The in-depth interview with product managers from different wholesaler companies con-
tains themes around Finnish construction market and its development, opportunities and 
threats from the market conditions, exciting suppliers of similar products in the market and 
market entry barriers. There was also discussion about the special characteristics of junc-
tion boxes and other features most relevant and important for the product from consumer 
point of view. 
 
A series of group discussion and brainstorming were done with entrepreneur from other 
industry, who has experience of entering Finnish market and establishing the brand 
awareness.   The opinion of Mr. Ettl, the entrepreneur with 8 years of experience of run-
ning his own company in Finland was very valuable. Mr. Ettle, an Austrian citizen, is work-
ing as an export manager for several Austrian companies and he imports wines, beers 
and non-alcoholic beverages to Finland. The group discussion was done with Mr. Ettle, 
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Mr. Tanklevsky CEO of Gefest, Mr. Peganov Marketing Manager of Gefes group and the 
author of the thesis. 
 
I am Natalia Nurminen, the researcher of this thesis, I am Russian by origin and addition-
ally I have a Finnish nationality. I have B2B business experience from Russia and Finland, 
I speak Russian and Finnish and have a good understanding of Finnish culture and men-
tality. I have 10+ years of sales experience, I launched new products in Russian and Finn-
ish market, I know how to develop a sales strategy and action plan for entering new mar-
ket so I believe my background and experience can be beneficial for the research.  
 
For the group discussion, data collection was partly presented to the partners, the ques-
tions were formulated and then was decided which venue to pursue further and how.   
For the group discussion, data collection is presented in the Table 3 below. 
 
Table 3. Details of data collection by Group discussion. 
 
Partners pre-
sent 
Number Dates Type Place 
Mr. Ettl, Mr. 
Tanklevsky, 
Nurminen,N 
1 16.4.2019 F2F Hamina, Fin-
land 
Mr. Ettle, Nur-
minen,N 
2 1.08.2019 F2F Pitäjämäki, 
Helsinki 
Mr. Ettle, Nur-
minen, N 
3 10.9.2019 F2F Pitäjämäki, 
Helsinki 
Mr. Ettle, Nur-
minen, N 
4 16.10.2019 F2F Pitäjämäki, 
Helsinki 
Mr.Tanklevsky, 
Nurminen N 
5 26.12.2019 Discussion by 
phone 
Helsinki-
Hamina 
Mr. Peganov, 
Nurminen N 
6 12.03.2020 Discussion by 
phone 
Helsinki-St-Pe-
tersburg 
Mr. Ettle, 
Nurminen N 
7 2.03.2020 F2F Konala, Hel-
sinki 
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3.5  Data analysis 
 
Saunders at al. (2016, 568-569) states that researcher can produce a theory from gath-
ered information of qualitative data. It is important to recognise that qualitative research is 
very often associated with interpretivist philosophy, so researcher translates subjective 
and socially constructed meanings expressed by interviewees and other participants in re-
search. Qualitative research depends on social constructionism, which indicates that 
meaning and realities are connected with people’s interpretation of the events that happen 
around them. The meanings in qualitative research are determined by social interaction, 
while qualitative data are most probably to be more varied, elastic and complex than 
quantitative data. In my case I am using a mixed method, the combination of qualitative 
and quantitative methods so the characteristics of both approaches are presented in my 
study. 
 
The type of qualitative data varies and there is no one typical universal system to analyse 
it. Researcher is recommended to summarize some parts of the data collection to con-
dense them, code and categorise data in order to group it accordingly and later to link 
these categories in themes in order to provide the answer to main research question. 
(Saunders et al. 2016, 558-569).    
 
Following the advice of Saunders et al. (2016, 576) I wrote an interim summery of my pro-
gress of data analysis. After each interview and observation, I wrote an interim summery, 
which helped me to sum up the most essential information and structure my thoughts in 
the direction of data collection. My interim summery contains the following topics: what I 
have found so far, how confident I am in my findings and what else should I do in order to 
improve the quality of my data. 
 
As one of data analysis technique, the narrative analysis of information gained from in-
depth interviews was used in my research. Narrative analysis is a part of large mythologi-
cal approach to analyse different aspects of narrative (Saunders et al. 2016, 600-601). My 
analysis focusses on extracts from interview transcripts, which each consist of short narra-
tive or a story about a special topic in which researcher is interested. According to Saun-
ders et al. (2016, 601) narrative analysis is recommended to use in inductive research ap-
proach, and as it was mentioned begore, we are going to use induction approach because 
we plan to get a picture of Finnish market of the similar junction box. The theory is in-
tended to be elaborated after gathering and analysing the received information. 
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The analysis process of this research will contain the use of analytical aids like self-
memos, summaries, and the research diary. 
 
We used guided brainstorming by the author and by a group discussion. Guided brain-
storming can be defined as a session with a chosen topic and systematic technique that 
can be used by individuals and teams to address well formulated and complex problems 
and to high yield of ideas. This technique helps participants to create the best solutions 
and ideas that will produce the most valuable and significant outcome. (Inventive problem 
solving. 2020) 
 
As stated my Miles, Huberman & Saldana (Saunders et al. 2016, 615) those techniques 
and aids allow me to perceive the significance of received qualitative data. These tools will 
assist to consolidate data from different sources, drafts, transcripts, interim summaries, 
dairies etc. for further exploration, create and exam theories founded on the identified re-
lationship and collaborate conclusions. 
 
 
3.6 Ethical issues 
Ethical issues play significant important role throughout of different stage of research. 
They will request ethical integrity from researcher, company’s potential gatekeepers and 
research sponsor. The researcher is to recommend to find the middle ground between the 
organization’s goals of useful research, the right of researcher not to be fallen into the 
topic in which you are not interested in or that does not follow the requirements of your 
university (Saunders et al. 2016, 249-251).    
 
As Bryman & Bell (2007) recommended, in order to prevent unnecessary complications 
with ethical issues, I, as researcher, will act accordingly the following ethical principles: 
 
1. Respect for other authors and trust development to the materials of others previ-
ous studies   
2. I will act openly and truthfully, I will try to be objective and avoid misrepresentation 
of data and findings, disingenuous promises and any conflict of interest. 
3. To ensure the anonymity of interviewees if they want to. Respect their privacy. 
4. Accept if interviewees wish to refuse to answer the questions or refuse to partici-
pate in the research. 
5. I will respect confidentiality of my sponsor company, confidentiality of data and any 
other information. 
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3.7 Validity 
According to Saunders et al. (2016, 202) validity is a central element about the quality of 
the quantitative research in social science, because it refers to the appropriateness of the 
measures used, accuracy of the analysis and generalisability of the findings. 
 
Validity should answer the questions, relevant to my study: 
Do the measures used in research are appropriate for the market study of junction 
boxes in Finland? 
Is the analyse of the results and relationship being done accurately? 
Is it possible to generalise the results? 
What do the research findings represent?  
 
According to Saunders at el. (2016, 206), “validation is the process of verifying data, anal-
ysis and interpretation to establish their validity/credibility/authenticity”. There are several 
techniques of validation and measurement validity by checking data with participants. 
In my research I am using triangulation, which includes more than one source of data 
and method to collection data in order to ensure that the data is describing the things what 
research thinks it should describe.  I am using a mixed methods study to be recom-
mended for successful triangulation. It means that I double check the information from two 
or more separate sources and comparable outcomes. Regarding the information received 
throughout the interviews, all interviewees have many years of business experience in the 
industry and great knowledge of the product and local market, so the information can be 
compered and verified using triangulation technique.   
 
In case of my research, the validity of my thesis project could be measured for example by 
trial order supplied from manufacture Gefest Group to Finnish wholesalers. A trial order 
can be a great tool to see a market reaction, test product’s characteristics and to receive 
feedback from the market.  Results of sales can be compared and analysed, any feed-
back from the market can be recorded and compered with the research’s outcomes. It is 
understood that it is challenging to proceed a first trial order though a Finnish wholesaler, 
however in my opinion it seems to be the best way to measure the validity of the research 
in general.  
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3.8 Reliability 
Saunders at el. (2016, 202-206) define reliability as the dependability of the conclusions 
obtained by my compilation techniques or analysis methods. This is a “quality control” for 
a researcher to check if the things were done with reasonable care. Reliability associates 
with replication and consistency.  The target of a researcher is to be seen as a reliable re-
searcher, so if a researcher can replicate an earlier research design or get the same find-
ings, then he/she can be called as a reliable one. Saunders at el. (2006, 203) state that 
reliability is a main key characteristic of research quality and the quality of the research 
depends of its reliability and validity in the same time. 
 
 The answer to the following questions must be found during reliability process:  
  
1. Will the measures produce similar results in different moments and by different ob-
servers?  
Concerning the influence of external factors to the business economical, legal and 
political factors do not seem to be changed quickly in the short terms even thought 
they might be modified slightly. I assume that this diagnosis and forecast will stay 
valid for a few years. Also, the competitor situation will not be changed dramati-
cally as there are some stable long history companies are seen in the market for a 
long time with well-established reputation and customer-relation history. I can con-
clude that most probably similar results will be produce in different moments by dif-
ferent observers.  
 
2. Is there any factor which alters the way interview participants perform? 
All interviews were done in professional way, in professional environment and in 
respectful atmosphere. The participants were willing to share their knowledge and 
experience voluntarily and were willing to take part in this research. I do not see 
any visible factors which might alter the way interview participants perform. 
   
3. Is there clarity in the way that interpretations from the data were made?  
The semi-structured interviews with different experts contained open-end ques-
tions and questions connected with that specific industry in order to cross-check 
the themes and issues from various points of view. The raw data from Internet, 
company’s web-site and company’s documents were collected and analysed using 
the previous academical and working experience of the researcher. Concerning 
the interpretations of the observations in real life environment, the same transpar-
ent and clear system was followed, and similar results were obtained. 
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4. Are logical assumptions done correctly? 
It is assumed that logical assumptions are done correctly as a result of brainstorm-
ing, group discussion and discussions with experts. 
 
5. Are there any factors which can be interpreted by researcher a different way? 
There are no factors found that can be interpreted by researcher a different way. 
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4 Competitor analysis 
Wilson stated that competitor analysis should be a greatest essential element in manage-
ment and control along with detailed attention to each competitor's objectives, resources, 
and competitive position and individual elements of its strategy (Wilson, 1974). 
 
The conducted competitor analysis provides an insight into the current market situation in 
Finnish market in view of junction boxes. Also, it reveals the sales channels, price level in-
formation and describe main wholesalers the competitors use to manage their B2B busi-
ness concept. 
 
According to Bensoussan (Bensoussan 2020) the purpose of competitive analysis is to re-
search your competitive landscape and help company offer better products or services to 
customers. A company should gain an understanding of how customers see your busi-
ness, for example what you’re doing right, and what you’re doing wrong. Therefore, com-
petitive analysis creates an essential part of marketing plans to help you understand what 
differentiates your product or service. However, competitive analysis offers much more 
possibilities, some of them are listed below: 
• Branding possibilities 
• Insight into how competitors design products and messages 
• SEO possibilities 
• conversion rate optimization 
• User experience advantages of your and others’ products and websites 
• Gaps in the market 
• New products and services to develop 
• Market trends 
 
Knowing who your competition, their products and services, understanding their competi-
tor’s advantages and marketing strategy is critical to company’s survival. Independently of 
company size, whether you are a Fortune 500 company or a small local business, compe-
tition has a direct impact on your business success (Martin, 2019). 
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4.1 Porter Five Forces 
 
There are different approaches to conclude competitive analyses. As was mention in theo-
retical part of this research, the SWOT analyses helps to identify strength, weaknesses, 
opportunities and treats. It can be done in view of company entering a new market or in 
view of the product, comparing it with exiting products from competitors. Another way to 
analyze the competition is using Porter's Five Forces model, which was originally devel-
oped by Harvard Business School's Michael E. Porter in 1979 (Porter, 2008). The five 
forces model exams five specific factors that determine whether a business can be profita-
ble in relation to other businesses in the industry. Using Porter's Five Forces together with 
a SWOT analysis helps analyze whether the Russian manufacture Gefest Group fits in the 
construction industry landscape in current Finnish market. 
 
Porter's Five Forces is usually considered as macro tool in business analytics, because it 
studies the industry's economy as whole, while a SWOT analysis is considered as micro-
analytical tool and it looks at a specific company's data and analysis. 
 
Five force model is presented in Figure 12. 
 
 
 
 
 
Figure 12. Porter’s Five Forces Model. Based on Porter M.2008. 
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Applying Five Force Model to the Gefest Group marketing research, we can relate the fol-
lowing to be considered: 
 
Bargaining Power of Suppliers: 
This force analyzes how much power a supplier has and how much control supplier has to 
raise its prices. It also includes the number of suppliers of raw materials and other re-
sources that are available (Martin, 2019) 
- Bargaining power of suppliers is quite low as number and size of suppliers 
are limited 
- no uniqueness of each supplier’s product 
- One supplier can be substitute by other one 
 
Threats of New Entrance: 
This force considers how easy or difficult for competitors to enter the marketplace. Barri-
ers to entry consist of cost advantages, access to inputs, economies of scale and strong 
brand identity (Martin, 2019) 
- New entrance barriers are high 
- Price difference about 30-25% 
- Access to distribution channels is channelling 
- Gefest group brand is unknown, brand reputation building takes time 
 
 Barging Power of Buyers 
This force analyses the power of the consumer and their effect on pricing and quality.  
- The power of buyers is very high 
- No huge difference between competitors’ products 
- Switching cost is high 
- Buyers ability to substitute is high 
 
Threats to substitute 
- Threats to substitute is very low 
- Limited number of substitute products is available  
- Construction industry traditionally use the same type of products in all con-
structions sites 
 
Industry Rivalry  
This force examines the competition is in the marketplace. It considers the number of ex-
isting competitors and what each of them can influence the market. Rivalry competition is 
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medium high because there are just a few companies selling this type of product in Fin-
land. 
- medium high 
- Main competitors are well knowns among end-users 
- About 3-4 competitors 
- Each competitor had got their own niche in the market  
 
 
4.2 The structure and tools used for the competitor analysis 
 
Competitive analysis was a challenging part of the thesis as the company Gefest Group 
was not able to provide any helping information and any contacts of experts on the mar-
ket. I am, as researcher, not familiar with construction industry in general and have no 
previous working experience neither in Finland no in Russia. This is a new business area 
for me and new product to analyze and study. 
 
Stage 1. Find main wholesalers  
To conduct competitor analysis the author of the thesis started from finding main whole-
salers names from Internet using google search engine and brainstorming with Mr.Ettl 
 
Stage 2. Visit wholesalers’ stores 
 A next step of competitor analysis was a visiting wholesalers’ stores around Pitäjämäki 
area, have a visual observation of the store and products, study the products range and 
its price, make a note of presented competitors and have a conversation with the store 
manager. The following stores were visited: Onninen Express Oy, SLO Konala, Ahlsell Oy 
Konala. 
 
Stage 3. Website analysis 
This analysis consists of a visual examination and a brief overview of a website’s structure 
and appearance. This analysis, along with an overall description of the inspected website, 
reveals the types of the content the site provides, the structure of the web-site, connection 
to social media platforms, information about the company and their business and their 
term and conditions for customer’s accounts. Each of the above-mentioned wholesaler 
has their own website and e-store for B2B customers with detailed product information, 
technical specification and wholesaler prices. In some cases, the wholesaler prices are 
not accessible without registration on the website, but all other data as technical specifica-
tions are available for all web-site viewers. 
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Stage 4. Social media analysis 
Social Media analysis reveals activities and efforts the competitors make regarding social 
media. The analysis implies an examination of the competitors’ presence on different so-
cial media platforms such as Facebook, Twitter, LinkedIn, and 65 YouTube, a breakdown 
of the content they publish on the platforms. To see a company’s presence on social me-
dia were used the links provided on the examined websites, data from the social media 
and results from a web search. 
 
Stage 4. Meeting with wholesalers’ Product Managers 
The most essential and valuable information in this competitor analyses was obtained 
while the interviews with product managers. Using open-end questions and trying to en-
gage them into discussion about the completion was possible to learn about competitors, 
the structure of current business and the role of wholesaler in view of importing and certifi-
cation of the products. 
 
Stage 5. Interview with technical experts from engineering company 
This stage brought a very important information of competitor analyses. The interviews 
with technical specialists from one on the biggest financial engineering company and end-
user of junction boxes provided deeper understanding of marketing situation and criteria 
for brand and supplier selection. In scope of this research I consider the engineering com-
pany as an and-user of junction boxes as they do planning, technical design, purchasing 
and attachment of junction boxes into construction sites. 
 
After completion of individual examinations of the competitors, I proceeded to the second 
part of the analysis: consideration and comparison of gathered information. The conclu-
sions of the competitor analysis are presented and discussed in next following chapter.  
 
4.3 Benchmarking competitors in Finland  
Following Wilson (1994,24) I consider the competition consisted of companies “offered the 
similar products or service to the target market, utilize a similar technology and exhibit the 
similar degrees of vertical integration”. 
 
In Finland the competitors of Gefest group are European manufactories of electrical 
equipment, who sell in Finnish market thought a wholesaler. I obtained the information 
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about competitors through wholesalers’ companies’ websites, observation of their local 
stores and interviewing of their experts.  
 
There are three main wholesalers of electrical equipment in Finland: company Onninen 
Oy, Ahlsell Oy and SLO Oy. The main business facts about those companies are pre-
sented in Table 4. 
 
Table 4. Big wholesalers of electrical products in Finland. (Based on Bloomberg 2020a, 
Bloomberg 2020b, Bloomberg 2020c). 
 
Wholesaler  Business Number 
of em-
ployees 
Num-
ber of 
stores 
Market Founded Web site 
Onninen 
Oy 
Plumbing 
and elec-
trical 
products.  
1200 57 Eu-
rope 
and 
Russia 
1996 
(oper-
ated in 
the mar-
ket since 
1913) 
 
www.on-
ninnen.com 
 
Ahlsell Oy Hydronic 
plumbing 
and heat-
ing equip-
ment and 
supplies. 
548 30 Fin-
land 
2003 www.anhsell.fi 
 
 
SLO Oy Electrical 
and tele-
com 
products 
500 36 Fin-
land 
1945 www.slo.fi 
 
 
 
 
Onninen Oy provides their products and services to contractors, industry, infrastructure 
building and retail dealers in B2B sector. The company has long-term strong relations with 
business customers and suppliers in the market using their national large sales network, 
logistics and multichannel customer experience. They have presented in construction sec-
tor since 1913. The number of employees in Finland is about 1200 and their sales network 
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has 57 Onninen Express stores around Finland. Onninen belongs to K Group’s interna-
tional building and technical trade division, which operates in eight countries and employs 
together with K-retailers about 17000 professionals (onninen, 2020c). 
 
Anhsell Oy has been operating in the market about 140 years and always has been ex-
panded their activities through mergers and acquisitions. Ahlsell-s foundation was estab-
lished in 1877 by Swedish engineers John Bernström and Jacob Tornblad. They  
founded a company specializing in the sale of pumps and threshing machines, called 
John Bernström & Co. The company quickly grew to be the largest and most significant in 
its field in Sweden. In 1977, Ahlsell AB was renamed to Anhsell AB. The selection of prod-
ucts continued to grow in the 1990s in the refrigeration and do-it-yourself sectors. Nowa-
days the company is the leading technical wholesaler in Nordics (Anhsell 2020a). 
 
SLO Oy is a largest supplier of electrical accessories in Finland. The company has a turn-
over of about 400 MEUR and it has about 500 employees. SLO Oy is part of the interna-
tional Sonepar Group, which is the world's leading supplier of electrical accessories. 
Sonepar has a turnover of approximately 24 billion EURO and approximately 48,000 peo-
ple (slo 2020a). The company assists other business companies in product selection, effi-
cient ordering, logistics and development of their operations. In addition to basic e-com-
merce and logistic services, the company also offer product surveys for tender inquiries, 
lighting quotes, export and forwarding services. In different projects, SLO Oy works with 
their customers to optimize and match the entire material management process to the 
customer's process (Slo 2020b) 
 
As it is shown in the Table 4, all three wholesalers Onninen, Anhsell and SLO have strong 
position in Finnish market, many years of experience and long relations with their B2B 
customers. They have a wide network of operational stores, covering most important busi-
ness areas in the country. 
 
Main brands and companies, manufacturing junction boxes and selling in Finnish market 
are listed in Table 5. 
 
 
 
 
Table 5. List of main brands / companies supplying junction boxes in Finnish market. 
(Based on Onninen 2020, Obo-bettermann 2018, Schneider Electric 2020, Ensto 2020, 
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Fibox 2018, Onninen 2020a, Spelsberg 2020, Garo 2020, Hensel 2020, Airam 2020, Sys-
temair 2020) 
 
Brand HQ coun-
try 
Wholesaler 
in Finland 
General 
purpose 
junction box 
Fireproof 
junction 
box 
Explosion 
proof 
junction 
box 
Schneider 
Electric 
France Onninen Oy 
Ahlsell Oy 
SLO Oy 
 
x 
  
ABB Switzer-
land 
 
Onninen Oy 
Ahlsell Oy 
SLO Oy 
x   
OBO Better-
mann 
Germany Onninen Oy 
Ahlsell Oy 
SLO oy 
x x 
 
 
ENSTO Finland Onninen Oy 
Ahlsell Oy 
SLO Oy 
x x x 
Spelsberg Germany Onninen Oy 
Ahlsell Oy 
SLO Oy 
x x  
OPAL Finland 
(own 
brand of 
Onninen) 
Onninen Oy x   
FIBOX  Finland Onninen Oy 
SLO Oy 
   
Selcast Oy Finland Onninen Oy 
SLO Oy 
x   
TEP ex Croatia Onninen Oy   x 
GARO Sweden Ahlsell Oy 
SLO Oy 
x   
Hensel Germany Ahlsell Oy 
SLO Oy 
x x  
Airam, OBO Finland Ahlsell Oy 
SLO Oy 
x   
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Norwesco Sweden Ahlsell Oy x   
Plejd Sweden Ahlsell Oy 
Onninen 
X   
Sylvania Finland Onninen Oy 
Ahlsell Oy 
Slo Oy 
x   
Sysmenair Sweden Ahlsell Oy x   
Pollmann Austria Ahlsell Oy x   
 
 
4.4 Social media analysis 
Next step of the competitor analysis is Social Media analysis, which shows activities and 
efforts the competitor makes regarding social media. Table 6 shows the presence of three 
main competitors of Gefest Group in social media platforms as Facebook, Twitter, 
Linkedn, Youtube and Instagram. Each wholesaler chooses their own way to be visible on 
social media and find their own strategy to connect with their customer group. To see a 
company’s presence on social media I used the links provided on the examined websites, 
data from the social media and results from a web search. Table 6 identifies social media 
that company currently use. 
 
Table 6.  Social media presence on different platforms. 
 
Wholesaler Facebook LinkedIn Twitter Instagram YouTube 
Onninen Oy x x x x x 
Ahlsell Oy x x x  x 
SLO Oy x x x x x 
 
As it is show in Table 6 all three distributors are presented in Facebook, LinkedIn, Twitter 
and YouTube social media platform. There are more than one million Finnish people on 
LinkedIn and according to Tom Lain it is most popular and useful professional social me-
dia platform in Finland (tomlaine.2020). 
 
A study made in 2015 by Google and Milward Brown "The Changing Face of B2B Market-
ing" highlighted the behavior of buyers in the information retrieval phase as the follows: 
(Ahvenainen, Gylling & Leino 2017,37)   
- 71% of B2B decision-makers start their purchasing decision process with online 
search. 
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- Web search is the most important data retrieval channel in 90% of the B2B data 
retrieval phase. 
- Millennials are the largest age demographic in the B2B information retrieval phase.  
- B2B decision makers are increasingly spending time on independent web search 
before visiting a specific company or brand site. The decision-maker performs up 
to 12 web searches before visiting a specific brand or supplier's site. Neutrality and 
reliability are therefore appreciated. 
- B2B's decision-making process involves an increasing number of people, accord-
ing to the Corporate Executive Board, with an average of up to 6.8 people. 
 
As it can be seen from Table 7, the most performing social media platform in terms of fol-
lowers is LinkedIn for Onninen Oy and SLO Oy, whereas for Ahlsell it is Facebook. 
 
Table 7. The number of followers on competitors ‘social media 
 
Wholesaler Facebook LinkedIn Twitter Instagram YouTube 
Onninen Oy 5363 7398 166 1292 78 
Ahlsell Oy 4911 1942 142 - 179 
SLO Oy 1029 2146 268 528 25 
 
Ahlsell does not have any central account on Facebook and Instagram, however different 
stores and different locations have their own pages and own followers, which also cer-
tainly influence to total company image in social media. 
 
It is extremely important for the new market entering company in nowadays business 
world to develop social media strategy, build brand reputation and brand position, be visi-
ble and active in the main social media platforms and create social media community.  
 
4.5 Strategic positioning 
 
Strategic positioning is one of important marketing tool to place the company among other 
competitors and analyse their strength and weaknesses. I am using Strategic group map 
of selected junction box manufactures to identify where Gerest Group’s position could be.  
 
We selected main competitors of the Gefest Group in Finnish market from Table 5 and 
they are companies ABB, Schneider, Ensto, Spelberg, OBO Betterman and Henkel as 
shown in Figure 13. Gefest does not compete on the range of other products offered by 
these companies, but on price and technical features. Thinking about a junction box as a 
product, it can be said that the key differentiator of the Gefest Group is high quality and 
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competitive price. These is no direct competitors with the same competitive advantages in 
Finland.  
 
 
 
Figure 13. Strategic group map of selected junction box manufactures  
 
As it is shown in Figure 13, Gefest Group can be placed on the very right end of product 
innovation line, because Gefest is able to offer special feather items as fireproof and ex-
plosion proof junction boxes. Gefest can be positioned on the right side of the line taking 
the place of special niche product. Gefest is also placed on a very low-price end line com-
pering with other companies offering the same type of products.  
 
Besides, as previously mentioned in Chapter 1 Introduction, strong foundation on the aca-
demic and R&D research is one of the focus points of their value preposition which, com-
bined with construction industry experience and constant technological innovations and 
patents registration, gives the company a resonating focus for its UPV that is not pre-
sented in its competitors. 
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4.6  Unique Value Preposition (UVP) and competitive advantage  
Gefest Group is the leading Russian designer, manufacturer and supplier of fire-protection 
products and services. 
 
According to Gefest Group the main competitive advantage and Unique Value Preposition 
(UVP) of Gefest in Finnish market would be competitive price for high quality products cer-
tified by European standard institutions.  
 
The price and main feather comparison are shown in Table 8 below. An item to compare 
was chosen Fireproof junction box (JBG1515M IP66) with protection degree IP66 pro-
duced by Gefest Group. Detailed technical specification can be seen from Appendix 1 in 
technical passport. 
 
Table 8 presents both types of Fireproof junction boxes made by plastic body material as 
well as metal body just to give an indication of price level of different producers. According 
to the Gefest Group, they are not going to compete with metal junction boxes against 
plastic boxes as the metal one is attached outside of the building and the plastic one 
should be attached inside. This is a main difference in usage; moreover, we can see price 
comparison from Table 9 Fireproof metal junction box E90 price comparison. 
 
Table 8. Fireproof junction box, protection degree IP 66 (based on e-sprinkleroy.2020a, 
Appendix 2, Slo 2020c) 
 
Producer Price 
(aver-
age) 
Temperature 
range 
Nomi-
nal vol-
tage, V 
Body 
mate-
rial 
Size, mm Quan-
tity of 
cable 
glands, 
up to 
Weight 
GEFEST 
IP66 
 
22,90€ -40ºС 
+1000ºС 
450 Gal-
va-
nised 
steel 
150х150х60 16 1,8 kg 
HENSEL 
E90 
IP65/66 
 
37,40€ -25…+40C 400 Plas-
tic 
104x70x140 7 0,164 
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OBO 
Better-
man 
IP66 
 
55,00€ -25…+40C  Plas-
tic 
153x121x80 10 0,48 
ENSTO 
IP65  
 
52,50€ 
 
-25…+40C 750 Plas-
tic 
134x104x57 10 0,3 
SPELS-
BERG 
IP67 
440€ -25…+40C 690 Plas-
tic 
276x208x108 3 3,1 
 
 
 
Table 9. Fireproof metal junction box IP 66 price comparison. (Based on Slo 2020c, e-
sprinkleroy.2020a, Appendix 2) 
 
Brand Price, 
Euro 
Tempe-
rature 
range, C 
No-
mi-
nal 
vol-
tage, 
V 
Mate-
rial 
Size, mm Weigh
t, kg 
Gefest IP66 16x2,5 
 
  
22,90€ -
40..100C 
450 Stain-
less still 
150x150x
60 
1,8 
Hensel IP66 
Standardin DIN4102-12 
 
114€ E30/E90 
-
25…40C 
400  Stain-
less still 
195x155x
104 
1,493 
Hensel IP66 1,5-16 mm 
Standardin DIN4102-12 
 
207€ E30/E90 400 Stain-
less still 
243x206x
105 
2,133 
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Hensel IP66 1,5-10+ 
Standardin DIN4102-12 
  
352€ E30/E90 400 Stain-
less still 
245x208x
105 
2,65 
 
In sum we can see a clear price advantage for the Gefest Group comparing with other 
junction box producers. 
 
To summarise all the above it can be stated that competitive analyse is needed to help 
decision makers of the Gefest Group to understand competitive situation in Finnish market 
and the problems will be faced, decide how and against whom to compete, cope with 
change and challenges, prepare for contingencies, learn from competitors and in the end 
survive the competition in the new target market area of Finland. 
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5 Summary and conclusions 
 
This chapter provides a summary of the research findings in the form of answers to the re-
search questions defined in the beginning of this thesis. Along with that, it presents the 
project outcome as well as recommendations for further actions, the author’s reflection on 
learning from the project and a strategy for further implementation.  
 
5.1 Answers for the research questions  
Although the main research question of this paper was formulated as “Is there a market 
demand for junction box of Russian manufacturer Gefest Group in Finland?”, the author 
decided to break it down to the following sub-questions: 
 
What are the threats presented in the current Finnish market and how can Gefest over-
come them? 
 
How ready is Gefest to start exporting to Finland? 
 
How can a junction box be adjusted / modified in order to be competitive in Finnish mar-
ket? What are the legal norms in Finland? 
 
What would be the key activities that the Gefest Group should focus on in the very begin-
ning? 
 
The following breakdown was needed to answer the research question fully and get a bet-
ter understanding of the Finnish market. These sub-questions help to examine how ready 
Gefest is to start exporting and what challenges and threats they have to overcome. The 
last sub-question serves as a link to key recommendations for further actions and a pre-
sumable action plan, which should be developed later by commissioning company. The 
following text below sums up the finding of the research and provides answers to each 
sub-question. 
 
What are the threats presented in the current Finnish market and how can Gefest over-
come them? 
 
As it turned out to be, there are several threats presented in the current Finnish market. 
After talking with several wholesalers, we found that there is a strong obstacle to enter the 
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market. The current market is divided and each of the market players has their strong po-
sitions. Current suppliers established long relationships with wholesalers, acquired a repu-
tation and trust. According to the expert from company SLO Oy, the Finnish market of 
junction boxes is very difficult, and they already have many suppliers. The expert from 
Ahlsell sell mentioned that they work with 5 producers of junction boxes. The buyer from 
Onninen Oy works with about 7 different suppliers of junction boxes.  
 
The expert from SLO Oy thinks that it is difficult to enter the current market with estab-
lished players and their strong position. He cooperates with ABB, Hensel, Sneider Elec-
tric, Obo Betterman. “These suppliers have a long business history, a great reputation and 
SLO is working with them on a wide range of different products, so it is really difficult to 
win them over”, -said the expert. 
 
As a result of analyzing websites of major wholesalers SLO, Ahlsell and Onninen and as a 
summary of interviews with buyers we can conclude, junction box suppliers offer a pack-
age of different products to wholesalers. For example, a wholesaler working with a wide 
range of various items coming from one supplier, which is convenient for them. Hensel 
supplies 402 different items to wholesaler SLO Oy: cable junction boxes, terminal boxes, 
cable entry systems, connecting terminals and other products. 
 
We have learned from an interview with the expert from the company Ahlsell, that suppli-
ers can provide good quality products, supply on time, be reliable, deal professionally with 
quality complaints and have a strong brand name in construction markets. Few of them 
are of German origin, which brings an additional positive “design in Germany'' effect. 
 
On the other side, the country of origin effect was not seen as a barrier to enter the market 
by the opinion of the expert from Ahlsell. He answered the question “What do you think 
about ‘Made in Russia’ and is it a barrier for Finnish market entry?” and said the following: 
“My personal opinion – no. Any Russian producer has as good chances to be successful 
in Finnish market as an Asian one. In the past technical goods made in Russia were quite 
heavy, large and let’s say -not elegant. Of course, we know that German technical prod-
ucts have a nice reputation in Finland and yes, we do work with German producers like 
OBO Bettermann and Hensell.” The expert from Onninen also confirmed that there is no 
difference where junction box is produced in view of marketing and sales. 
 
The expert is concerned that the construction market in the Southern part of Finland is still 
slightly growing but this tendency is only here in the South, so from this statement we can 
advise Gefest to focus their efforts mostly on the Southern part of Finland. 
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How ready is Gefest to start exporting to Finland? 
 
We believe that Gefest is completely ready to start export to Finland. They have been pre-
paring for exporting for the last 5 years and attended many international shows and exhi-
bitions to get international experience. Last international event Gefest attended was in Oc-
tober 2019 in Peking, international exhibition China fire (Twitter). Gefest also functioned 
as a sponsor and organizer of 42nd meeting of the international Standard Organization 
ISO, which was held in September 2019. 
 
In Finland near to the Russian border in Vaalimaa, the Gefest Group registered a Finnish 
company S-Sprinkley Oy, which is going to serve as their importer and later probably dis-
tributor. There are also warehouse facilities in Vaalimaa available. 
 
Gefest learned a lot about EU-Certifications and is going to complete certification for se-
lected items by July 2020.  
 
In summer 2019 Gefest launched a new webpage e-sprinkleroy.com as e-store in three 
languages English, Russian and Finnish (E-sprinkleroy 2020b). According to information 
on the website, all junction boxes presented by E-Spinkler Oy passed electrical tests in 
VDE facilities and have VDE certificates.  
 
Gefest has its own R&D department with strong engineering and academically educated 
staff. The company has 20 years of experience working in the Russian market and devel-
oping new products using expertise of their own industry specialists. All of the above facts 
let us believe that Gefest Group is completely ready to start export outside of Russia. 
 
3.How can a junction box be adjusted / modified in order to be competitive in the Finnish 
market? What are the legal norms in Finland? 
 
As a product, a junction box is a functional and well-developed item and no technical ad-
justment is needed right now. However, according to the expert from Ahlsell, there is a re-
quirement for plastic junction boxes in Finland as plastic boxes have to be made from hal-
ogen-free material. 
 
The halogen-free material does not contain a group of halogen elements like fluorine, 
chlorine, bromine, iodine, and astat, which release substances that are toxic to humans in 
the form of toxic fumes but also cause corrosion of metals. Halogen-free plastics are 
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safer, and products made from them are convenient to escape routes e.g. public spaces, 
railway stations, theaters, cinemas, shopping centers, etc.  PVC or polyvinyl chloride is 
not a halogen-free material because it contains chlorine (Kopos 2020). In case the Gefest 
Group is interested in bringing plastic junction boxes to the Finnish market, they must fulfill 
halogen free requirements. 
 
During the discussion with the expert from Ahlsell we have learned that the junction boxes 
have an impact resistance of either IK07 or IK09 and protection level of IP 66, IP67 and 
IP69. The fire-resistant boxes are certified according to E30, E60 and E90 fire resistance 
class. For example, the fire safety of Hensel junction boxes is one of their important 
strengths. Their junction boxes passed either 750C or 960C filament test and are not 
highly flammable. Hensel boxes are also available with an elastic gel filter that prevents 
water from entering the box. More details regarding Hensel Fire room standards and tests 
are presented in Appendix 3. 
 
Fire resistant junction boxes produced by Spelsberg are tested according to EN 60670, 
have E30-E90 fire resistance class and DIN 4102-12 as shown in Figure 13. According to 
the expert, these are essential safety standards for successful sale. The same EN 60670 
(VDE 0606) was confirmed also by the expert from Onninen. 
 
 
 
Figure 13. Fire resistant junction box Spelsberg (Ahlsell 2020b.)  
 
The expert from Ahlsell explained: “If we talk about fire retardant conjunction boxes in Fin-
land, we deal only with plastic fire-retardant boxes due to assembling reasons. The plastic 
box is light, easy to attach, to transport and to handle. The box should be halogen free. In 
case of a fire, plastic will burn away, but the inner parts will last and do their job, so the 
outer box is not so critically important”.  
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Furthermore, the same question of easy attachment was expressed also by two experts 
from the engineering company Amplit. The junction boxes should have typical, common 
and easy ways of attachment so that every trained worker is able to attach it properly. 
 
What would be the key activities that Gefest Group should focus on in the very beginning? 
 
When thinking about the Finnish market entry, our proposal is that the Gefest Group 
would consider the following key activities and focus on them in the very beginning: 
 
1.Budget and resource allocation. In Gefest Group’s case, the selection of promotional 
mix is largely influenced by the overall marketing budget as well as the amount of re-
sources the company can provide. Unfortunately, the actual budget is confidential, but we 
can present just the idea that the budget should be divided further into marketing commu-
nication, sales, business development and product development. Currently, only one per-
son from Gefest is working on marketing and when the company expands to Finland, they 
would need to hire more personnel before these actions can take place. 
 
2.Employ an Export manager focuses on export activities into Finland. Preferably he/she 
should be in Finland or travel frequently to Finland from St-Petersburg. Good language 
skills, understanding of Finnish business culture and mentality are important require-
ments. 
 
3.Create an Action Plan corresponded with the company’s strategy, mission and vision 
 
4.Develop marketing strategy. Gefest Group should think about what actions they can use 
from their existing strategy and what needs to be adapted to meet the local needs and re-
quirements.  
 
5.Revise web-site design. Gefest should remember that credible presence in an on-line 
environment is a key starting point. When looking at E-Sprinkleroy.com current web page, 
the overall feel is not very convincing, which is important when the company is trying to 
establish a foothold and promote their brand in a new market. The website should awake 
positive feelings towards the brand. 
 
We assume that in six-months, the Gefest Group will be ready to start exporting to Fin-
land. 
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After careful consideration of all the above sub-questions and total research, we can give 
the answer to a major question: Is there a market demand for junction box of Russian 
manufacturer Gefest Group in Finland? Our answer is positive. The research shows that 
there is a market demand for the Russian manufacturer Gefest Group in the Finnish mar-
ket and the company should not hesitate to enter the market in the nearest future.  
 
We can see two ways to become competitive in the Finnish market: decrease price for 
standard items and compete by price or develop and improve fire retardant and explosion 
products and offer something unique for a niche market. 
 
5.2 Research outcome and research objectives 
During the research, the author indeed studied Finnish market of junction boxes and an-
swered main research question. At the same time the author broadened her knowledge in 
international marketing strategy and new market entering strategy, gained valuable expe-
rience in marketing and planning implementation phase. By this, all main goals of the re-
search were successfully achieved. Table 10 sums up the research outcomes in the form 
of comparison of the achieved results with the research objectives. These objectives were 
defined at the beginning of the research projects in the phase of R&D plan.  
 
Table 10. Research outcome vs. research objectives 
 
Research objectives Outcome 
Objective 1 Conclude marketing research and 
learn market demand for junction 
boxes in Finland 
Achieved 
Objective 2 Deliver recommendations to the 
sponsor company on what should be 
done to start sales in Finland 
Achieved 
Objective 3 Rise personal knowledge and skills 
regarding international marketing 
Achieved 
Objective 4 Apply obtained knowledge in real life 
context to gain new skills and work-
ing experience 
Achieved 
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Since the management of the Gefest Group has appreciated the accomplished work and 
decided to start export to Finland in 2021, the author is provided for the sponsor company 
the following recommendation for further development. 
  
 
5.3 Recommendation for further actions 
This chapter is going to describe the author’s recommendations for further actions divided 
by recommendations based on research and recommendations for better market under-
standing. Recommendations based on research refer to discussions with industry experts 
and other literature and internet findings, hence recommendations for better market un-
derstanding could be considered as a part of Gefest’s marketing plan in the future. 
 
5.3.1 Recommendations based on my research 
During the research process was found that Gefest Group has a good chance to enter 
Finnish marker and start exporting. However, there are several recommendations, which 
the company should consider and probably include to their action plan. These recommen-
dations are the following: 
  
1.     Apply and get product codes electrical numbers (sähkönumerot), which are used by 
Finnish electrical trade association. 
  
In Finland each electrical branch identifies each item by using the same come in IT sys-
tem of supply chain. The product codes called sähkönumero (=electrical number) are is-
sued by Finnish Electrotechnical Trade Association, which goal is to keep the quality of 
data as high as possible. From the interviews with experts from wholesalers’ trade compa-
nies was learnt that these codes are common reference serve electrical contractors, de-
signers, wholesalers, manufactories and importers. There are about 240 000 different 
products from over 400 suppliers. This service can be used directly from software 
Sähkönumerot.fi (Sahkonumerot 2020a). 
   
Figure 14 below shows the connection of electrical numbers with the total supply chain. 
The following supply chain was explained by several wholesalers’ buyers during their in-
terviews. As we can see from the picture, electrical numbers play important role in the 
supply chain, work as a reference code for all parties involved and act as a highway for 
product information. It is recommended for Gefest Group to apply for these codes. Any 
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manufacture or importer can apply for electrical numbers and service of sähkönu-
merot.fi is free of charge. 
  
Figure 14.  Electrical numbers and their connection with the total supply chain (Based on 
Sahkonumerot 2020b) 
 
 
 
Looking at the supply chain it is essential to note, that according to expert from Ahlsell 
“contractors and architects along with designers do not care any responsibilities in view of 
safety and certification. Importer has the full responsibility”. Gefest Group should keep it in 
mind in their business development process. 
 
2. Study the durability of junction boxes in comparison with market competitors. According 
to the expert from Ahlsell, durability would be the first criteria he can be interested in buy-
ing Gefest’s products. Depending on research results, Gefest might have a new UVP for 
entering Finnish market. 
 
3. Create and develop Social media accounts in Finnish language. 
Invest in communication Finnish buyers will greatly appreciate if suppliers invest in profes-
sional communication, such as a good website, company brochure, product specifications 
and business cards. Modern and free of charge methods of communication to stay in 
touch with their buyers, e.g. LinkedIn, Skype and Facebook, are widely known and in-
creasingly accepted as additional promotional tools. 
 
4. Continue Certification in order to receive ES Certificates. 
 
5. Adapt the Finnish business culture is the key for success.  
Finnish people consider punctuality as essential. Therefore, Gefest should be consistent, 
punctual, reliable and honest. That means replying in time to inquiries within 48 hours, be-
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ing open and realistic and not making promises that might not be fulfilled. Gerest is rec-
ommended to invest in communication. Finnish buyers will greatly appreciate if suppliers 
invest in professional communication, such as a good website, company brochure, prod-
uct specifications and business cards. Modern and free of charge methods of communica-
tion to stay in touch with their buyers, e.g. LinkedIn, Skype and Facebook, are widely 
known and increasingly accepted as additional promotional tools. 
 
6. Improve the company’s on-line store according to modern business standards. Delivery 
time, payment terms and product information should be easily found. Include customer’s 
testimonials 
 
7. Establish the stock of basic standard inventory in Vaalimaa 
8. Employ an Export manager based in Finland 
9. Focus on Southern part of Finland as a target market 
 
5.3.2 Recommendation for better market understanding 
The current marketing research was made for company Gerest Grioup using very limited 
resources and withing agreed time frame. There is always a room for improvement and 
deeper market study, which can be done later according to company’s budget and needs. 
 
First the company should continue talking with end-users of junction boxes and research 
more are there any specific feathers the products is lucking, or the product can be devel-
oped more. For example, it was said by two experts that the junction box should be light 
and easy to attach. These are important characteristics for end-users and Gerest should 
take them into consideration. 
 
It is recommended to contact the following companies in Finland and talk with Technical 
Director or Project Manager level people. The following companies are to contact and net-
work with: 
Caverion Oy https://www.caverion.com/ 
Elbox Oy http://www.elbox.fi/ 
Granlund Oy https://www.granlund.fi/ 
Sitowise Oy https://www.sitowise.com/fi 
Are Oy https://www.are.fi/ 
 
These companies are engineering, architectural and electrical design creators so in many 
cases they do electrical design and maintenance of building facilities. 
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Secondary we can advise Gefest to talk with other technical and electrical products ex-
porters for building services and industry. The expert from Ahlsell mentioned company 
Hedtec. 
 
Besides this, it is recommended to visit construction sited in order to speak with electri-
cians, who do all manual work of junction box attachment. It would be informative to hear 
his opinion about existing products. Another way would be to arrange a trial order to get 
market feedback. A trial order for some private house construction site can bring interest-
ing insights from the end-users.  
 
The company is advised to continue talking with wholesalers as Onninen, SLO and Ahlsell 
Oy not only in view of starting business relations but also in view of getting more market-
ing information and networking with experts. 
 
5.4 Personal reflections on the learning from the project 
As was mentioned at the beginning, besides delivering marketing research to the com-
pany Gefest Group, the author was hoping to deepen her theoretical knowledge regarding 
international marketing and apply it throughout a practical case. In other words, the author 
considered this thesis writing process as a win-win solution for both, the company and the 
researcher. Whereas for the company this thesis allowed to reach its marketing objectives 
and further business goals, for the author, accomplishing of the research was an excellent 
opportunity to achieve her personal academic goals and get a real working experience 
from international marketing research process. The author learned how to do a study of a 
new product from a new business area, which was not known from the previous working 
experience.  
 
Along with above mentioned were obtained skills in marketing entering strategy for a com-
pany from new unfamiliar business field, strategical thinking, and structural long-term 
planning. Also interviewing skills, questions formulating, and interview results analysis 
were developed further. During the research process the author got a valuable experience 
of finding experts from different companies, getting in touch with them, and communi-
cating and collaborating with all people involved into this thesis research project. 
 
It is important to mention that one of the important leaning from the project was how to 
find reliable data and sources from Internet and how to select academical references for 
my thesis. The project taught me to be more structural, persistent and organised. It helped 
me to improve time management skills, keep deadlines and be focused and goal oriented. 
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The author learned how to communicate effectively and efficiently, how to express com-
plex matters in a simple and concise way. 
 
In addition, Corona virus limitations and restrictions took place during the end of research 
have provided an experience of doing marketing research under special restriction condi-
tions. Interviews in person were replaced by interviews by phone.  
 
As a result of this project, the researcher has obtained a real working experience which 
comprised not only close work with the management of the sponsor company but also in-
teractions with third-party wholesalers, engineering companies, HH teachers and other 
consulters. 
 
5.5 Strategy for further implementation 
Once Gefest Group’s competitive analysis is complete, it's time to implement a strategy to 
expand its competitive advantage (Schlich,2018).  As we discussed earlier in this paper, 
Gefest Group’s UVP is an attractive price combined with reliable quality supported by 
strong own R&D research, thereby we recommend to combine cost leadership strategy 
and focus on selecting niche markets in which to sell Gefest’s goods. This strategy re-
quires an intense understanding of the marketplace, its sellers, buyers and competitors. 
  
We would like to propose to choose direct export strategy as a first step of their imple-
mentation plan. Figure 15 below summarizes strategic decision determinants in connec-
tion to market entry rapidity, the level of hierarchical control, financial risk, and proximity to 
the market from the exporter’s point of view. Gefest Group can use these checkpoints to 
learn when direct export strategy is advisable and what potential strategic risks from the 
exporter’s prospective are involved. According to Glowik (2016, 206), the Gefest Group 
should consider the following potential risks: negotiation skills and language barriers, 
trade barriers, unfamiliar market environment and transportation risk and cost including 
bulky products. Entry rapidity in this implementation strategy is very high. 
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Figure 15. Overview of strategic decision determinants and potential risks related to the 
market models indirect and direct exports. (Glowik 2016, 206). 
 
The next step of implementation plan is to connect with distributor of electric and technical 
goods and start with a trial order to test the waters. Gefest could contact the same whole-
salers, who were involved in this marketing research or find another wholesaler in con-
struction industry. A co-operation with a wholesaler preferably with strong position in the 
market can be a key to business success in Finland. 
 
The above implementation plan is going to present to Gefest Group in the middle of May 
after they come back to their working place from quarantine. Unfortunately, due to the cur-
rent situation in Russia and in Finland it was not possible to proceed implementation ear-
lier and get a feedback from commissioner company. 
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